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A new way of packing sandpaper, orig- 
inated by us in January, 1926, and widely 
copied by other makers. 

Has revolutionized the industry and 
raised sandpaper to the dignity of “shelf- 
hardware.” 

Puts a stop ta serious spoilage-losses 
by keeping the sheets flat, clean and in 
order. Your sandpaper stock, from now 
on, will occupy a neat section of shelving— 
not be hidden in drawers and cubby holes. 

Boxes all the same size—a box for each 
grit—all “decimal-count”’ : 














SS yl Go Cree eee 100 sheets to the box 
ES ae SAE ea rear ene 75 sheets to the box 
a ME Rs phe ie <dcke seen 50 sheets to the box 
TRE AIR PUI iis a NE mare, he, 25 sheets to the box 


Counter Display Case _a<@ 


A beautiful lithographed steel cabinet 
holding 480 to 500 sheets—a _ separate 
grit for each of its 8 pockets. This was 
originated by us and announced Febru- 
ary, 1925—copied, of course, by other 
makers. 

Doubles and Triples Sandpaper Sales 
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A “Show-it-and-sell-it” device that makes 
people buy sheets of several grits—not just 


~ __ Ruff-Stuff Emery Cloth 
In 10-Sheet Packs—Boxed 


Latest Ruff-Stuff innovation. Does awav ‘with the old _ broken-quire 
nuisance. Each grit in its own attractively labeled pack. 
Boxes all the same size—uniform with the flint paper box above shown 
—packed as follows— 
No. 1 and finer, 5 ten-sheet packs, 
50 sheets to the box 
Nos. % and 2, 4 ten-sheet packs, 
40 sheets to the box 


a Nos. 2%4-3-3%4, 3 ten-sheet packs, 
brasives oO 30 sheets to the khox 
G o 


Wisconsin Tell Your Jobber 


Counter Disp 
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You must have Rvuff-Stuff Flint paper in 








Branch Houses WAUSAU a >< ow" T'nit Boxes—and Ruff-Stuff Emery cloth- in 
Chicago—612 ee ee iiahin~ 16% N. 7th it Pee WT oe. Unit 10-sheet Packs—to be up to date, no 
Los Angeles—Sprake Sales Co., American Bank Bide. matter what other brands of sandpaper you 
San Francisco—Sprake Sales Co., Postal Telegraph Bldg. mav be carrving. 
Portland, Ore.—Sprake Sales Co., 53 Fourth St. If your jobber can’t supply you, write us, 
Denver Colo.—Sprake Sales Co., Charles Bldg. giving his name and address. 





Advertising Index, Page 133 Two Sections—Section One Editorial Index, Page 43 
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_Nation-Saturating 


Newspaper Campaign 


OR this Fall—from November 
lst to November 22nd—the 
makers of 1847 Rocers Bros. will 
inaugurate a newspaper campaign 
that will transcend even the cam- 
paign of last Fall-—both in size and 
power of appeal. 


The compelling selling feature 
of this campaign will be a power- 
ful presentation of the Pieces of 
Eight set—capitalizing to the full- 
est on the proven advertising value 
of this long-awaited, happy-medium 
combination set. 





This campaign will appear in the 
newspapers of 46 cities during the 
very height of the Fall selling sea- 
son—newspapers that virtually sat- 
urate the nation—covering not only 
their own publication cities but all 
adjacent towns and rural districts. 
It is none too soon to get ready 
for the unexampled sales opportu- 
nity which this extensive news- 
paper campaign offers you. 

For window displays, counter 
cards and tie-up newspaper electros, 
write Sales Promotion Dept., Inter- 
national Silver Co., Meriden, Conn. 


-1847 ROGERS BROS; 





SILVER PLATE 
HARDWARE AGE, published weekly by the IRON AGH PUBLISHING O0O., at 239 West seth Street, New York, N. Y., U. S. A. 


clase matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. (Printed in U. 8. A.). $3.00 per year. 
25c. each. Vol. 118, No. 15. 





Entered as second 
Single copies 
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| GREE 


TOOLS 


Should Be in Every 
Hardware Store 


And when you recommend them to a cus- 
tomer you can rest assured that they will 
come up to his expectations. After a man 
uses a tool bearing the name “Greenlee” he 
will know why it was recommended, and 
will continue to have confidence in your 
judgment and in the goods you sell. 




























Greenlee Tools merit the confidence 
placed in them simply because they are 
good tools—the natural result of good ma- 
terials being handled by workmen with 
years of experience. And as a guarantee of 
performance, the entire Greenlee organiza- 
tion is behind them to see that they main- 
tain the Greenlee standard of excellence. 


Write for Catalog No. 27 on Augers, Auger Bits, 
Chisels, Gouges, Draw Knives, etc. 


Greenlee Bros. & Co. 
Rockford, [llinois 


Eastern Sales Office 
126 Chambers St., New York City 
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0277—Bamboo Push Broom. Made of 
Split Bamboo. Length of Fibre 7°. 
Block size 16" x 3\%". A heavy duty push 
broom at a Jow price. 





Osborn Push Brooms 
For Every Purpose 


Osborn makes push brooms for every 
need—in mills, factories, railroad shops 500—Push Broom. Made of gen- 


uine African Bass—length of fibre 
6". Size of block 16" x 3\%"—sweep 


and yards, street cleaning, road building, of broom 221%", large flare. 
or any other purpose. ) — 








For over 30 years, Osborn has made a 
close study of the best sweeping materials 
for each particular condition. Pil SO OPE SUIS TO 


of select round reed. Size of block 
16” x 3%". Length of fibre 6”. 





The brooms illustrated are the result of this 
experience and are known everywhere for 
their efficiency and surprising economy. 


THE OSBORN MANUFACTURING LOMPANY 





5401 Hamilton Ave. Cleveland, Ohio 
Makers of nationally advertised Osborn Blue 121 — Flat Wire Push Broom. 
Handle Brushes and Osborn Du-All Made of tempered flat steel 
Mops, Dusters and Polish wire. Widely used in road con- 


struction. Block size 14° x 2%" 
—length of wire 5". 





Tay 


A BETTER WEARING BRUSH FOR EVERY USE 
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ARMSTRONG 
Drop Forged WRENCHES 


More and more every day, wrench users are adopting the creed of “GOOD Tools 
cost the least in the long run.” More and more they are demanding wrenches 
which have been used for years and which have proved themselves in long, con- 
tinued service. 





With over thirty years’ experience in building dependable tools behind them, 
ARMSTRONG Wrenches have long since become the standard of men who 
know ‘good tools. Standing every kind of gruelling test day after day, month 
after month, year after yeaar—ARMSTRONG Drop Forged Wrenches have 
rightfully come into universal choice. jj,’ 


Hardware jobbers and dealers who have not yet joined the ARMSTRONG 
“family” will find it profitable to stock the full Line and share in the benefits 
made possible by this superior line of Wrenches. 





ARMSTRONG Drop Forged Wrenches 
are uniform to the last degree in quality 
of steel, machining and finish. Smoothly 
burnished, hardened and finished in black 
lacquer. The heads are ground bright and 
are plainly stamped to show the principal 
use for which each wrench is designed. 
Day after day, they will stand the hardest 
kind of usage. 


ARMSTRONG, Wrenches are the result 
of years of practical experience and scien- 
tific research. Correctly designed, accu- 
rately proportioned and perfectly balanced, 
they deliver 100% full service to users. 


ARMSTRONG line is complete, being 
made in all patterns, for every size nut, bolt, 
and cap screw. 


Catalogue B-23, showing the complete ARMSTRONG Line with sizes, prices and 
descriptions, will be sent without obligation to interested jobbers and dealers. 


ARMSTRONG BROS. TOOL CO. 


‘‘The Tool Holder People’’ 
314 N. Francisco Ave. 
CHICAGO, U.S.A. 
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How “Popular Science” 
made a Tool-buyer 
of this Artist 


Mr. Czechowski at work upon 
his ship model, using Home 
Workshop Blueprints obtained 
from Popular Science Monthly. 


r 











Manufacturers Who Advertise 
in Popular Science Monthly 


To Sell Tools—Hardware—Paint for You 


S. C. Johnson & Son, Racine, Wis. 
L. S. Starrett Co., Athol, Mass. 
Nicholson File Co., Providence, R. I. 
Sargent & Company, New Haven, Conn. 
The Peck, Stow & Wilcox Co., Southington, Conn. 
Millers Falls Co., Millers Falls, Mass. 
_ Simonds Saw & Steel Co., Fitchburg, Mass. 
' Prentiss Vise Co., New York, N.Y. 
Sherwin-Williams Co., Cleveland, Ohio 
Trimont Mfg. Co., Roxbury, Mass. 
H. K. Porter, Inc., Everett, Mass. 
The David Maydole Hammer Co., Norwich, New York 
Clemson Bros., Inc., Middletown, N. Y. 
C. A. Shaler Company, Waupun, Wis. 
Henry Disston & Sons, Inc., Philadelphia, Pa. 
The Stanley Works, New Britain, Conn. 
Fayette R. Plumb, Inc., Philadelphia, Pa. 
North Bros. Mfg. Co., Philadelphia, Pa. 
Yale & Towne Mfg. Co., Stamford, Conn. 
Brown & Sharpe, Providence, R. I. 
H. Gerstner & Sons, Dayton, Ohio 
Goodell Pratt Co., Greenfield, Mass. 
E. C. Atkins & Co., Inc., Indianapolis, Ind. 
Boston Varnish -» Boston, Mass. 
W. B. & J. E. Boice, Toledo, Ohio 
Electro Magnetic Tool Co., Cicero, Ill. 
Detroit White Lead Works, Detroit, Mich. ; 
The Parks Ball Bearing Machine Co., Cincinnati,Ohio 
South Bend Lathe Works, South Bend, Ind. 
Kraeuter Pliers, Newark, N. J. 
Every tool product advertised in Popular Science 
Monthly is guaranteed after test and approval by 
the Popular Science Institute of Standards. 

















FREE to Hardware Dealers 


For a complimentary copy of the 
November issue, write on your 
business letterhead to Popular 
Science Monthly, 242 Fourth 
Avenue, New York City. 
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“T HAD always dreamed about. 


making a ship model,” says 
Mr. Czechowski, an artist of 
Cleveland, Ohio, “but it was not 
until I read an interesting and 
instructive article in Popular 
Science that I actually started 
the work.” 


“However, I soon found that 
if accurate workmanship is de- 
sired,” he continues, “good tools 
are an absolute necessity. From 
time to time, as the need devel- 
oped, I bought such tools from 
my hardware dealer. Now, I 
have become so interested in fine 
tools that constantly I am add- 
ing to my collection.” 





Mr. Hardware Dealer, the 
eighteen pages of the “Home 


















The beautiful model of a Spanish 
Galleon made by Mr. Czechowski. 
Before finishing the work it was nec- 
essary for him to buy many tools 
from his hardware dealer. 





Workshop” section in every issue 
of Popular Science, the “Better 
Shop Methods” section, and the 
special articles, are full of new 
ideas for making things. They 
not only stimulate readers to 
use tools, but also to buy tools. 


And don’t forget that all 
around your store, both profes- 
sional and amateur mechanics 
are reading Popular Science. As 
a result, you get their increased 
business for tools, hardware 
and paint. 


Leading hardware manufactur- 
ers advertise in Popular Science 
because they know what it is do- 
ing for them. Look over the next 
issue of this Monthly, then you 
will know what it is doing for 
you—and for all hardware retail- 
ers, jobbers and manufacturers. 
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This interesting and instructive book will 
aid you as a dealer to increase your profits 
by increasing your sales of U. S. Poultry 
Fence and other poultry supplies. 

Briefly, it points out the great possibilities 
of an ever increasing market for this ad- 
vanced type of netting. 

It illustrates wide variety of uses for 


U.S. Poultry Fence. 


HARDWARE AGE 


It gives you valuable merchandising ideas. 


It suggests window and store displays 
which will bring customers into your store 
and put money in the cash register. 

A copy of this book is being forwarded 
to you. If your copy does not reach you, 
or if you want extra copies, we will gladly 
send them upon request. 


Indiana Steel & Wire Company 
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Get a STILLSON 
STILLSON* and you won’t have to 
(like Walworth) is a figure on inserted parts to 
trademark and regis- . . 
sored by ite owner, , prolong its life 


the Walworth Com- 


pany in the 


U. S. 


Patent Office, in the 
several States and in 
foreign countries. 


“You pays your money 
and you takes your choice” 


Here is a pipe wrench with a grip like 
a steel bulldog, but with a set of teeth 
that will outlast any bulldog that ever 
lived—the Walworth STILLSON. 


When you can show a customer Dan 
Stillson’s own mark “STILLSON” drop 
forged in the top jaw, you are selling 
two jaws full of teeth that will last as 
long as the wrench itself. 


WALWORTH COMPANY, Boston, Mass. 


Planta at Boston, Greensburg, Pa., Kewanee, Ill., and Attalla, Ala. 


WALWORTH 


All the teeth of a STILLSON are 
made to stay in and to stay sharp. They 
won't slip, they can’t jam and they’re 
not likely to break or wear down until 
a man has got years more of use out of 
the wrench than he ever expected to. 


The steel handled STILLSON is 
made as small as 6 inches and as large 


as 48. 


Distributors in Principal Cities of the World 


Walworth International Co., New York, Foreign Representative. 





STILLSON* 
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STANLEY MERCHANDISING HINTS 
SUBJECT No. 23 


No.1053 Garage Bolt 


1. Different from ordinary bolts because it 
not only locks the door but draws it 
properly into place. 


2. Cr Tar-Tel-Mmelelel a Mm el-llile Mera? (Me lale Mme -> eles tre 
to the weather, frequently warp. No. 
1053 brings the door back into align- 
ment even though this warping occur. 


a 3 Regular stock bolts can be used for doors 
from 7'9'' to 8'3'' high. Can also be 
supplied for any height door on special 
order. 





HEN you want to get your car 

out of the garage or put it up for 
the night, nine times out of ten you are 
in a hurry. You want doors that open 
easily, close easily and lock easily. 





STANLEY 
Garage Bolt No. 1053 








top and bottom with a simple turn of 
the handle. 


Besides, the draw-in feature eliminates 


the nuisance of warped doors. iJ 
ff WJ } 


G io THE STANLEY WORKS, NEW BRITAIN, CONN. bh & _ 
ff New York Chicago San Francisco Los Angeles Seattle 4 senate eecaeaean —_ Tt 
A 


No. 1053 locks the inactive door both if 
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Stanley makes a complete line of 
41 wrought hardware of the highest quality 


| KEEP A CLEAN CUT STOCK 


L STANLEY ] “SELL THE LINE, 
| This trade-mark is a means of identification 4 


A ———— 
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STANLEY HARDWARE 
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of stovekeeping is past 


How many of us realize the tremendous stride from the traditional “‘store- 
keeping”’ of a few years ago to the creative merchandising of today? The 
change is revolutionary—from hit-and-miss methods based on guesses to 
merchandising policies founded on facts. 








What has brought about this change? Ever-increasing competition, and 
with it another powerful force, defined by Mr. Albert Stein, president of 
Stein & Co., manufacturers of Paris Garters, as follows: 








“I doubt whether the average 
merchant is conscious of what in- 
fluences have caused him to grow 
from ‘store-keeping’ to ‘mer- 
chandising’. An unbiased, frank 
analysis will prove I am quite 
sure, that the trade papers have 
been the greatest single factor in 
this change. 


“The retailer who reads and 
studies his trade papers does not 
need to indulge in more or less 
costly selling experiences any 
longer. The failure and success 
of others and the experiences of 
others, under almost every con- 
ceivable condition, are to be 
found in trade papers. In these 
publications, market conditions 
are given; style changes are 
written about; future possibilities 


dwelt upon; selling conditions 
are analyzed in a comprehen- 
sible and practical way. 


‘In the advertising pages, manu- 
facturers and wholesalers bid for 
trade by illustrating and giving 
the selling points of their goods. 
No one who is familiar with the 
modern trade papers can ignore 
the fact that the advertising they 
contain is highly educative, too. 


“In short, that trade paper de- 
livered to your door is nothing 
less than a volume of reliable 
market, retail and manufactur- 
ing news for your considera- 
tion. It is of as much value to 
you as you make of it. If you 
need advice and help, you 
need your trade papers!” 


The best of these trade papers are members of the A. B. P. Inc., and are 
pledged to consider, first of all, the interests of the subscriber and to publish 
only those advertisements which conform to modern business integrity. 


€ THE ASSOCIATED BUSINESS PAPERS, Inc. 
Executive Offices: 220 West 42nd St., New York, N.Y. 

















& An Association of none but qualified publications reaching 56 
fields of trade and industry. 

















Hardware Age is a member of The A. B. P. 
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There’s profit in it. Daily, hundreds of 
new doors are being attended by Yale 
Closers. Hardware dealers are finding 
Yale Door Closer business most at- 
tractive. 

And now Yale provides the material 
for a new drive to bring the buyers into 
the hardware stores of the country in 
greater numbers than ever before. One 
of the finest window displays ever pre- 
pared has just been made available. 


Here are the items: 


(1) A large center display piece litho- 
graphed inten colors. Thirty-two inches 
high. A sales making display if there 
ever was one. 

(2) An attractive side card twenty 


Shut that door / 
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MARK 








inches high on the Yale Door Closing 
Power Plant. 


(3) Another companion piece, twenty 
inches high, with an impressive picture 
of a modern office building and a mes- 
sage to the big buyer. 


(4) Two holder cards, one for the 
Yale No. 72 Closer and the other for 
the Yale No. 570: both ably supporting 
the rest of the display and clinching the 
argument for a sale. 


Look over the actual window repro- 
duction illustrated above. This is just 
one suggestion. Then visualize the dis- 
play with a full collection of Yale Door 
Closers and think what such a window 
would mean to you. Write for full details. 


The Yale & Towne Mfg. Co., Stamford, Conn., U. S. A. 





Canadian Branch at St. Catharines, Ont. 
YALE MARKED IS YALE MADE 


Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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Hows Your Stock of Crescent 
Ground Cross-Cut Saws ‘? 
















































Now is the time to get 
shipments from your jobber 
_; and to start selling Simonds 
_ Crescent-Ground Cross-Cut Saws to the 
',, lumbermen. The fall demand for this 
—the leading cross-cut saw—is sure to 
| be big. Have your stock ready to fill 
the requirements. Simonds—the best 
selling and best cutting cross- 
cut saw in the world is sure to 
return you a good profit. 
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Order now for quick 
delivery. 
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Established 1632 Fitchburg,Mass. 
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TRIMO— 


How to Increase 


Your Fall Sales of 
TRIMO TOOLS 








Get them displayed in your store where 





people can see them easily. Through our 


TRIMO ere a: TRIMO 
PIPE year-in-and-year-out advertising of TRIMO PIPE 


WRENCH TOOLS, the nation has learned of their CUTTER 


quality, exclusive features and durability. 


Now show the tool buyers in your neigh- 
borhood that you are a TRIMO dealer by 
displaying this sturdy line. 


FREE 


Write to us direct for an attractive metal 
stand which we will be glad to send you 
free—postage charges prepaid. You will 
find these handsome metal stands real 
silent salesmen. 


Of course see that you have ample TRIMO 
stocks on hand or place an order—quickly 
TRIMO 


MONKEY  —Wwith your jobber. 
WRENCH 





TRIMONT MEG. CO. S36 get 


Gtalog Buye's 
Roxbury, Mass. in| @talog 
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COLS, 
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(TRADE MARK) 


The NICHOLSON Files on 
Uncle Sam’s Mail planes prove 
beyond doubt the dependability 
of these useful tools. 


But—and this perhaps interests 
you more—the tremendous vol- 
ume of NICHOLSON advertising 
that the Mail trains carry proves 
the salability of NICHOLSON Files. 


Every month, every week in fact, 


S— % 





HARDWARE 


Providence, R. 


AGE 


The Mail Planes carry Nicholson Files and 
the Mail Trains — Nicholson Advertising 


trains rush over the country carry- 
ing farm papers, newspapers, 
trade papers, general magazines, 


all with NICHOLSON advertis- 


ing on their pages. 


Coverage is complete — over 
12,000,000 people are reached. 
For wherever mail trains deliver 
periodicals, they delilver 
NICHOLSON advertising. 


NICHOLSON FILE CO. 


1., U.S.A. 


—a File for Every Purpose! 


15 
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: = HACK SAW 


RDEST 











In almost every country on the globe Star 
Hack Saw Blades are doing the hardest 
cutting jobs and are becoming internation- 
ally known as a solution to many cutting 
problems. 


Write us of your requirements and let us 
send you sample blades that will do the 


job. 


Let us send you samples of the blade Free 


Makers Since 1883 


SOC) STAR HACK SAW BLADES 


CLEMSON BROS., INC. MIDDLETOWN, N. Y. 
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THE AXE THAT BUILT A GREAT BUSINESS 
AND A WORLD-WIDE REPUTATION 













Y N _ The Kelly Brand on an axe or 

ON other edged tool means REAL 
VALUE: DEPENDABLE 
SERVICE. 


AXES 

HAMMERS 
HATCHETS 

ADZES 
PICKS 
MATTOCKS 
GRUB HOES > 
BROAD AXES 
BUSH HOOKS 
GRASS HOOKS 


SCYTHES 


PERFECT 
TEMPER 


The Best Known 
and Known as 


THE BEST 


Kelly Axe & Tool Co. Inc. 


CHARLESTON, W. VA., U. S. A. 




















Leaman can write abeller Look, 
a abetler SE2MON, OF MAKE 
Letter nouse leap Chat tif Negh bor; 
though he build hack the woods 
the world will make a Leden path 
lo his doar” 
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WRENCHES 


Do your customers 
recommend you? 


Every sale you make is a step toward building or 
destroying your future business. Quality merchan- 
dise that will stand the test of daily use—that will 
meet the demands of unusual conditions—-is keeping 
customers satisfied and making prospects over into 
customers. 


The Morco Pipe Wrench is a quality product. Each one 
you sell starts working to build your future business. 


Write the nearest office for prices. 


MOORE DROP FORGING CO. 
Springfield, Mass.US.A. 


Surpless, Dunn & Co. Surpless, Dunn & Co. 
74-76 Murray Street 34 North Clinton St. 
New York City Chicago, Illinois 
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The Anvil Chorus 


HE Anvil Chorus from I] Trovatore is a lively and expressive bit of music. 
That’s not in it, though, with the “anvil chorus” which would be played on 
our doorstep if Quikwerk Tools failed to make good. We don’t crave any such 
serenade a la brickbats. We have a certain robust reputation to look after. For 
this and other reasons we shall continue. to make = 
Quikwerk Tools so good that you merchants and your Si 
customers may leave “anvil chorusing” to the radio 
broadcasters. Watch and see. 


THE WARREN Toor & ForGE Co., 240 Griswold St., Warren, 0. 


Picks Mattocks Sledges Hammers 
Bars Chisels Hoes 
Wedges 


FORGED TOOLS 
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NEW DOUBLE PROCESS 
DOUBLE THick zinc. COATED 
WHITE satin SINISH 
NEAVY GALVANIZED. AFTER WELVINe 
WARRANTED squsry OURABLL 


| 
| 
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T’S not easy to detect by inspection all 
the variations in quality which exist in 
galvanized-after-weaving screen cloth. 


Many of them, such as the quality and 
amount of zinc applied, as well as its method 
of application, are not visible on the surface. 
The life and durability of the fabric in 
weather exposure depends largely on these 
factors. They are right always in the case 
of Opal. 


OPAL—the pioneer and the recognized 
standard zinc-coated-after-weaving screen 
cloth—has always kept many steps in the 
lead in quality.and prestige. 


Let the Opal label and identifying tags at- 
tached to each roll serve as your guarantee 
of quality in this important hardware item. 


Distributed exclusively through the hard- 
ware jobbing trade. 


NEW YORK WIRE CLOTH CO. 


_ Manufacturers of golden bronze. copper. 
zinc-coated and black enameled screen cloth 
342 MADISON AVE. NEW YORK _ Works -York.Pa. 

























HARDWARE AGE October 7, 1926 











October 7, 1926 HARDWARE AGE 23 









The Saw Test 


These grim bolts with revolving 
inserts of hardened steel will 
balk any attempt at sawing, jim- 
mying or filing. The bolts shoot 
out perpendicularly—turn and 
rest horizontally in locked posi- 
tion. 























Copyright 





‘opyright, 1925, by e 
Francis Keil & Son, Ine Se. 


































































The positive crime-proof features of the 
KEIL Lock will convince even the most 
skeptical customer that the safety of his 


family, valuables, property and his own life 
are assured when he installs one. 


The only lock passed and approved by the Under- 
writers Laboratories as being burglar-proof. 


Rim and mortise, front and store door patterns. 
Sell the KEIL. 


Francis Keil & Son, Inc. 
401-425 E. 163rd St., New York, N.Y. 





A Half Century of Builders’ Hardware 
Progress——1876-1926 








} e 
aaa 
} 











24 HARDWARE AGE October 7, 1926 











Sporting Goods Manufacturers: 
Is Your Advertising 


GOING OVER? 


Sporting goods are sold by many hardware 
dealers. The number is steadily increasing. 
Why? Because Hardware Age is constantly 
“selling” the hardware dealer upon the de- 
sirability of sporting goods as a line that is 


profitable to handle. 


Sporting goods advertising in Hardware Age 
is read for this reason. Your advertising 


will “go over” when you address it to the 








hardware dealer through the paper he relies 





on for buying information—Hardware Age. 


EhYaRK 
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To Competitors of “Red Strand” 
Fence Dealers 


O matter what kind of farm 
fence you sell, we are adver- 
tising your fencing department for 
you in your home territory, through 
the leading farm papers. 

You probably recall our big 
$1500.00 Cash-Fence Contest on 
“The Advantages of a Well Fenced 
Farm.”’ Thousands of contestants 
entered. The prizes were awarded 
this spring, and now we are re- 
producing some of the best prize- 
winning stories in ou ' this fall’s 
farm paper campaign. Each story 
talks about good fencing—no par- 
ticular make of fence is mentioned. 
These stories fit your make of 
fence as well as ours. 

In our advertising and selling 


your section. We hope to help in- 
crease our fence business and yours. 

Will you help us help yourself? 
Work handin hand withour Square 
Deal dealer. Make plans together 
for broadening the market for more 
and better fence. Talk fence. Push 
fence. Advertise fence at a fair 
price. Sell fence at a fair price. Be 
“Friendly Enemies”— working to- 
gether—for your own good. 

Only through co-operation like 
this can you BOTH make more 
money this fall, winter and next 
spring. 

If you will write to us, we will 
gladly tell you how we hope to do 
ourshare in increasing the demand 
for good fence in your territory 
this season. We want 





plans for 1926-1927 we 
are trying to promote 
the use of more good 
fence on the farms in 


There are certain good fencing 
localities where the exclusive agency 
or “Red Strand”’ fence has not yet 
been placed. If you are interested 
we will appreciate your writing us. 


to help you, and our 
own dealer, make 
more money. 








Keystone Steel & Wire Co., Peoria, Illinois 
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Wood Screws Machine Screws 
Stove Bolts Tire Bolts 
Largest Stock 

Greatest Assortment 

Providence, Rhode Island 
Western Depot 

225 West Randolph Street, Chicago, Illinois 
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MYERS 
DOOR HANGERS 


Jor Sliding Doors on Barns, 
Garaéges,and other Buildings 


Myers Stayon and Tubular Door Hangers and Track are a 
standardized product whose merit has been measured in tens 
of thousands of installations, whose value as a sales medium 
has been recognized by hundreds and hundreds of dealers, many 
of whom have sold the MYERS exclusively for years. 

































The illustrations on this page indicate the completeness of the 
Myers Line. There are styles and sizes for sliding doors on any 
type of building. And besides, they picture some of the special 
improvements which have made the Myers Line a leader in 
building circles. 


As an example, take the patented vertical and lateral adjust- 
able features. Here is the foundation for perfect door service— 
tight fitting, weather resisting—non-sticking sliding doors—up 
or down, in or out—and a monkey wrench will do the trick. 


Then there are the patented flexible and Stayon improvements, 
steel roller bearings, heavy steel axles, single or tandem rollers, 
malleable or steel frames—all of which are responsible for sliding 
door service not possible with old fashioned types of hangers. 


Winter is dead ahead. Buildings will be put into shape to 
shut out wind, rain, sleet and snow. Many sliding doors will be 
equipped with new hangers of some kind. Stock the MYERS 
and be ready for this business. If you have not already placed 
your Fall specifications get in touch with us by early mail. We 
are ready to quote and can make prompt shipments. 





Take -OFE our -Hat= 
i uvens 


~ WATER MY E RS OOOR 


THE F.E,MYERS & BRO.¢2. 


ASHLAND, OHIO. 


Manufacturers for over Fifty Years of MYERS HONOR-BILT pas. for Every Purpose. 
a GRAIN UNLOADING TOOLS -~- FACTORY end 
— badd vs 4 > noon HANGERS: STORE ONDDERS. Et rc. 





HANGERS 
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For Those Seeking Unusual Clocks! 


Ask to see these New “‘True Time Tellers’’ 


HE New Haven Clock Company offers to 
the trade a unique line of Alarm Clocks 
and Time Pieces. Ask your jobber to show 
you these new designs which are proving more 





Oval Alarm 


Height, 2% inches. Width, 3%% inches. 
40-hour Movement, Back Bell Alarm. Full 
Size Gold Dial, Skeleton Hands. Russet 


Bronze Case, Bowed Glass. 


Resale Price, $3.75 


Smallest 


Clock Made! 





Tip-Top 
Octagon Traveler 


Illustration 2/3 
actual size 


17% inches in Height, 
Silver Radium Dial 
with second hand. 
Pull out stem _ set, 
Nickel plated case. 
Bowed glass. 


Resale Price, $4.50 


su50> EW 
ty ee EW 





NEW YORK 
SAN FRANCISCO 





popular daily. The clocks shown here are the 
latest members of the Nationally Advertised 
True Time Teller Family. Each clock is tagged 


with consumer’s price. 
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Square Tat-too Jr. Alarm 


2% inches Square, full size Silver Dial, 
40-hour Movement, Back Bell Alarm, 
Bowed Glass and French Open Hands. 


French Bronze Case. 
Resale Price, Plain $3.25. 


Radium $4.25 


Gothic Tat-Too Jr. 
Alarm 


Height, 3% inches, 
width, 2% inches. 
Fitted with a full 
size Gold Dial, 40- 
hour Movement, 
Back Bell Alarm. 
Russet Bronze 


Case, Bowed Glass. 


Resale Price, 


Plain $3.75 
Radium $4.75 
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‘Inactive dollars 


dont draw 
DIVIDENDS! 











Record | Sales Record | Sales 
of dealer 








Sales Record | Sales Record 
dealer in ot dealer in 






record 
of dealer in 





jeale 
‘a. | Canton, O. 
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NS thinking business man would tuck away his dollars 
in a tea pot and let them |lie there dormant. Neither 
would he permit good working capital to sleep in the bank. 





11 


2 
3 
5 
az 
| 6 






Yet hundreds of retail merchants are placing just as great 
a burden on working capital by tying it up in slow moving 
merchandise—by freezing it in top-heavy inventories that 
have to be carried over from one season to another. 


And this evil of tied up capital is doubly distressing in 
the case of gas heaters. In the first place every heater has 
a high unit value. Again, heaters are a seasonal item. Finally, 
89 out of 100 dealers have found the problem of balancing 
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in 'y type represent the 3 most popular items 
and quick sellers in the Adams line of Cheerful Radiant Heaters 


Proven Profit Chart heater stocks a decidedly balky one. 
showing the specific sales records of -etail merchants . : 
who have increased their heater profits by concen- The Adams Company has developed a practical plan for 
ee ee ae ee taking the risks out of heater merchandising. This plan is 


based on the actual buying and selling experiences of 
) — typical dealers all over the country. It describes a proven 
‘tae method of balancing stocks with the demands of heater 
Trivivisteletetere, buyers. It reveals the actual sales records of merchants who 
Pakasisisiscteta | have made a success with gas heaters. 
elelefofoleiejaisio This entire plan is outlined in a book we have just published 
entitled, ““Charting a Safer Course to More 
Profits.” A copy of this.new guide-book to 
more profits will be sent on request. Simply 
mail the coupon. 


















No. 4 
A beautifully designed 
popular seller heater priced for volume 
selling 









Apams Brotuers Mere. Co, 
INCORPORATED 

1500 Fayette St. 

Pittsburg, Pa. 











The solid value 
built into this 
heater has made 
it the biggest 
selling number 
in the Adams 
line of Cheer- 
ful Radiant 
Heaters 


Adams HF ERFUL 


Radiant Heaters 
























A copy of this new book will 
be sent to you on request. The 
coupon is for your convenience. 












Balanced stocks mean 
greater net profits 









ApDAMS BROTHERS MANUFACTURING Co., INc. 
1500 Fayetie Street, Pittsburgh, Pa. 

I am interested in making more profits from radiant heater 

merchandising. Send me a copy of your new book —“Charting 

a Safer Course to More Profits.” 












Name 
Address 
City 
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Your Success Is Ours 


As your tire business steadily grows larger and your 
profits increase, our business likewise becomes 
greater. The success of our company depends upon 
the merchants who handle our products. Your suc- 
cess depends to a great extent upon the quality of 
tire we manufacture. 

Our policies, laid down more than a decade ago, are 
based on the fact that your success is ours. And 
that to make your business profitable to you, we must 
make Lancasters One of America’s Best tires and 
maintain this high standard regardless of any con- 
ditions which may arise. 


July of this year was THE BIGGEST MONTH IN 
OUR HISTORY, setting a record which we believed 
would stand for some time. Yet, August shattered 
the high mark made only a month before! 

We invite you to share the success of the select 
group of merchants who distribute Lancaster Tires. 
They are building bigger businesses every year— 
just as we are. And they are making good money. 
Decide right now—before you turn this page—to 
drop us a line today. It costs nothing to get the 
PROFIT-FACTS! ! 


The Lancaster Tire & Rubber Co. 


ESTABLISHED 1915 
COLUMBUS 
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ANCASTER 
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y 
Can’t Fall Out! 


Die formed springs in the socket, 

snugly fitting the neck of the 
stem, hold Faultless Pivot-bearing | 
Casters firmly in the Furniture! en 
They cannot fall out—they will Pie 
not rattle. = 


Faultless national advertising in 

leading magazines is reaching 

your customers. Tell them you 
carry Faultless Casters. 


FAULTLESS CASTER COMPANY 

EVANSVILLE INDIANA 

New York - Chicago - Grand Rapids - Los Angeles 
Canadian Factory: Stratford, Ontario 


NOELITIING 


FAULTLESS CASTERS 


Makers of Quality Casters for a Third of a Century 
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The demand for attrac- 
tive, high-grade House 
Numbers is unquestion- 
ed. Our position as lead- 





R 





Send today for free samples of our many 
styles and types, together wtih cost to 
you and suggested retail prices. Pick 
the ones you think you can sell and your 








THIS HOUSE IS FREE! 


We Have Built It to Help You Sell Premax House Numbers 


THE 


E 


LINE 


ing manufacturer, the largest in the 
country, is a guarantee that they sell 
readily. You, too, can make money 
with the Premax Line for we'll help. 







first order will come 
packed in this conven- 
ient display box design- 
ed to catch the eye of 
the casual customer—to do your prelim- 


inary sales work for you. 


Remember the cost of this house is not 
tacked on in any way to your cost. We 
include it absolutely free because we 
know it will soon empty itself and call 
for refilling. 


Send for those samples today—these houses are going fast. 


Please give your Jobber’s name. 


NIAGARA METAL STAMPING 
CORPORATION 


DEPT. PTS3 NIAGARA FALLS, N. Y. 
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N ANY home, large or small, the 
glowing luster of woodwork fin- 
ished with Vitralite, she Long-Life 

Enamel, creates an indefinable charm, 
an atmosphere of welcome, peace and 
rest. And all this may be attained at 
a cost no greater than that of the com- 
mon paint-like enamels. 

The beauty of Vitralite is not fleet- 
ing. itholdsitscolorand luster. Vit- 
ralite is so durable that it is guaranteed 
for three years, inside and outside, al- 
though indoors it lasts so long that a 
guarantee is superfluous. 
In addition to White 
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sp eeu ovin DY Che better paint 
and hardware dealers everyw here. 


Pratt & Lambert-Inc., ] 14’'Tonawanda Street, 











TDL IT TT aT 





Buffalo, N.Y. Canadian address, 20 Courtwright 
St., Bridgeburg, Ontario. 
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From a painting by Frances Rogers. 


Copyright 1020, P& 


PRATT & [AMBERT VARNISH PRODUCIS 














“681”FLOOR VARNISH _ 


The transparent floor finish in clear and colors, 
which stands the ‘hammer test.”” You may 
dent the wood but the varnish won't crack. 
Heelproof and waterproof. For nearly forty 
i] years it has withstood the utmost infoot traffic on |x 


floors. The world walks on**61”’ Floor Varnish. | i 
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SINCERITY 


The key-note of the entire Peerless policy is Sincerity. High 
quality products, business friendships, confidence, service— 
none of these are possible without Sincerity. It exists in the men 
who build the fans, the men who sell them and in the executive 
management. 


We are building Sincerity into our manufacturing and mer- 
chandising program in order that we may offer you a product a 
little finer and a business policy decidedly more pleasant. 


Your association with Peerless will pay an extra profit in 
complete satisfaction. 


THE PEERLESS ELECTRIC COMPANY 
WARREN, OHIO 


MOTORS GENERATORS 
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SOLID COPPER 


STORE FRONTS 











A VERITABLE STREET OF KAWNEERS 


84 Within a Radius of 2 Blocks in a 
City of 12,000 ) 


Mest of the buildings on this street are typi- 
cal of those in the average business district. They 


are reminders of yesterday .and today. 





ara ty 








"ILA Mm. 


Above the I-Beams:are traces of the architec- 
ture which was in vogue when the hitching post \ 
and watering trough still were.a necessity. “Below : 
the beams the aspect is different. 
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The old box-type fronts with their huge; un- 
sightly pillars, plates of glass extending to the ceil- 
ing, and steps terraced up to the entrance, have 


been transformed, with but few exceptions, to mod- THE 


KAWNEER 





——= NE 


ern Kawneer Store Fronts — fronts thoughtfully ar A COMPANY 
- a se | \ 7N. Front St. 
planned to effectively exhibit and sell modern mer- e ma } Niles, Min. 
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— in - fronts for my business. 


chandise. 





Let us tell you more of what it will mean to 
have a Kawneer Front in your store. 





Consule Your Architect 
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Badger Quality 
Safeguards Your 
Reputation! 


O Dealer has ever 
had to apologize to 
his trade for handling 
this line. On the other 
hand, it begets consumer 
confidence, and safe- 
guards the Dealer’s 
business reputation. 
Satisfaction is reflected in 
every sale. 


Dealers supplied through 
responsible Jobbers 
everywhere. 


The Badger Rubber 
Works | 
Milwaukee, Wisconsin 
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WirneDor 
the line that builds 


your builder’s 


Risdteee department 


The widest used and oldest 
line of casement hardware, 
Win-Dor is constantly 
finding new users—and 
big ones. It turns fast and 
carries a very good profit 
on every turn. 


Chief among our users 
are those live builders 
who make such good cus- 
tomers for you. 


Wir<Dor 
CASEMENT HARDWARE 


THE CASEMENT HARDWARE CoO. 
406-A North Wood Street, Chicago, Illinois 


CASEMENT HARDWARE 
HEADQUARTERS 


With Win-Dor in stock 
you can get the business of 
such men. It is the sort of 
specialty line that makes 
openings for the more 
staple lines. 


Let us send you our un 
usually attractive dealer 
proposition with. liter- 
ature and price list. Mail 
the coupon, now. 


406-A North Wood St., Chicago, Ill. 


You may send us, without obligation, your hardware 
dealer proposition and full information on your line. 
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A Bull's Eye 


N this issue of HARDWARE AGE 

you will find a veritable manual 
of merchandising information. 
HARDWARE AGE aims to be of ser- 
vice to you in the solution of the 
many problems incidental to the 
conduct of your business and to 
place before you practical and 
workable ideas, the worth of which 
have already been demonstrated. 

This information is only as valu- 
able as you make it. It’s up to you. 


What Readers Say 
About Us 


“T consider the advice and benefit 
received from reading your publica- 
tion very necessary to the hardware 
retailer.”’ (Signed ) 

ROBERT M. SECORE, 
Beacon, N. Y. 


“T would find it very difficult to 
keep posted on merchandise and con- 
ditions if it were not for your pub- 
lication.”’ (Signed ) 

W. A. CLOUGH, 
Rumford, Maine. 


“Am certainly pleased with HARD- 
WARE AGE and consider it a necessity 
for all hardware trade and affiliated 
interests.”’ 

(Signed) JOHN E. TURNER, 
Detroit, Mich. 
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Forge Division, McKinney Manu- 
N 


facturing Company, Pittsburgh, Pa. 


BY LLEw S. SOULE 








be filled in rotation. 


Business Partners 


p 


MPLOYERS and employees are partners in business, according 

to Hon. James J. Davis, Secretary of Labor. He further says 

that if they wish their business to be a profitable one, each must 
fulfill every necessary obligation. In other words, the employees 
must be loyal and efficient workers, if they would share in the profits. 
Likewise the employer must be fair in his dealings, and must give 
the employee the information and training which will make him 
efficient, if he expects to make the business pay. | 


LYTOYL’ 


The employee who is disloyal, and who shirks his work is in ex- 
actly the same position as a soldier in time of war who is disloyal to 
his country, and who refuses to follow faithfully the commands of 
his leader. If the number of such soldiers is extremely large, the 
army to which they belong will go down in defeat. Likewise, if the 


~~ number of employee shirkers is extremely large, the firms which 
Z employ them will eventually go to the wall. 

J However, a partnership must not be one sided. The merchant 
E owes as much cooperation to his employees as they owe to him. 
= ‘C His responsibility is even greater than theirs. If the business is 
Gi to be a true partnership, he owes to those who work for him an edu- * 


cation in their duties and in the merchandise they are supposed to 
sell. If he shirks his responsibilities, the business is sure to fail in 
the end. No matter how loyal or hard working a sales force may 
be, it cannot win success for any store, unless the Senior Partner 
is equally loyal and hard working. 


Let’s make it a real Partnership. 
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highly satisfactory margin of 





























46 


HARDWARE AGE 


October 7, 192 


Builders’ Hardware Door by Door 


Doors to Offices 
By W. N. Thomas 


EDITOR’S NOTE: This is the seventh instalment of a new series of articles on builders’ hardware appear- 
ing every two weeks in the columns of HARDWARE AGE. The author, W. N. Thomas, 1s an acknowledged expert 
and knows how to tell his story. The next instalment will appear in the October 21 issue. Watch for it, and read it. 


safe to say that there are more “Doors to Offices” 

than of any other one kind. Then, too, there is 
probably as great a range of quality of hardware used 
for these doors as for any other one kind. This range 
of quality runs from the very cheapest, (used on tem- 
porary, makeshift and old doors) entirely through the 
various grades and mechanisms up to the most modern 
and highest quality used on the “Doors to Offices” in the 
rapidly multiplying “Skyscrapers” of today. This wide 
spread of quality is accomplished by easy steps, or de- 
grees, of advancing refinement, and hardware of suit- 
able quality is available for all the intermediate grades 
of buildings as well as for the two extremes. 

Since office buildings are usually built with the idea 
of many years of occupancy, the hardware should be 
selected with that thought in mind. 

As with other types of doors we should here first 
consider the butts. 

For buildings of high-grade construction, solid bronze 
or brass butts with large visible ball-bearings should be 
used. 

For buildings where the initial cost of materials is 
an important factor, heavy, highly finished, cast iron 
butts may be very satisfactorily used. These need not 
be made with ball bearings. Cast Iron carries in its 
composition something over 3 per cent of Graphite 
tucked away between the molecules of iron and it is 
claimed by some that this forms a natural and enduring 
self-lubricant, this with the natural hardness of the 


T we do not consider doors in dwelling houses, it is 
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Fig. 1—An illustration showing the method of determining 
the proper size of butt to be used in connection with various 
thicknesses 
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At right (Fig. 2) reg- 
ular mortise lock for 
office doors with auz- 
iliary bolt that pulls 
back into place when 
door is closed. Above 
(Fig.3) type of “Unit” 
lock set 
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metal will withstand almost an unlimited amount o 
wear, as has been proved by elaborate tests and b 
many years of experience; or Wrought Steel butts wit 
large visible ball-bearings may be used. 

The proper size of butt to use may be readily de 
termined by the following rule: To twice the thicknes 
of the door add the thickness of the trim or plint 
block, from this deduct half an inch (because the fla 
of the butt is not mortised entirely through the thicl 
ness of the door) and the result will be the width of th 
butt required to allow the door to open back against th 
wall, or 180 deg. If this result is in even inches or ha 
inches as 4 in. or 4™% in., then use a butt 4 x 4 o 
414, x 414 as the case may be, but if the result should b 
for example, 4144 in., then use the next larger regula 
size butt or 4% x 4%. For an illustration of this rul 
see Fig. (1). 

There are several styles of locks that are suitable t 
use. They are all of the cylinder lock type, because th 
cylinder affords a much greater range of “changes, 
that is, more locks each operated by its own key an 
still no two locks: with keys alike; they can be obtaine 
with the “bit-key” type of lock. Again it is quite nece: 
sary that the locks in an office building be Master-Keye 
(probably by floors) and Grand Master-Keyed for th 
whole building. This can be much better accomplishe 
with “cylinder” locks than with a large number of “bi 
key” locks. And in addition to all this, cylinder keys ar 
much more convenient to carry. 

It is customary to make doors of this class, 134 ir 
thick, beveled at the rate of 1/8 in. to 2 in. of thick 
ness, as shown in the typical detail Fig. (4). 

Locks for “office doors’”’ may be of the regular Mortis 
type—most makers have two weights, light and heavy 
either one will operate satisfactorily but for good wor 
I would recommend the heavier grade. It is customar 
to use a lock having a latch bolt but no dead bolt. I 
addition to the latch bolt there should be a sma 
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auxiliary bolt that pushes back into the case when the 
door is closed, and in doing this it dogs the latch bolt 
so it can not be forced back from either the outside or 
inside (2). Entrance can be gained only by using the 
proper key. These locks have stops in the face so the 
outside knob may be set rigid or left to operate as 
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Fig. 4—Typical detail of office door, showing thickness 
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desired. The inside knob always operates the lock so 
one can open the door from inside without the key. 

Several of the manufacturers make what is known 
as a “Unit,” “Union” or “Mono” lock set (3). Each 
maker has his own name but the general result is much 
the same. This consists of a lock operated by a cylinder 
placed in the outside knob, which, with an escutcheon 
for the outside and one for the inside, is all built into 
one complete working set. This is all carefully 
assembled at the factory and is not to be taken apart in 
mounting it on the door. It is fitted to different thick- 
nesses of doors by adjusting screws. This arrangement 
insures every part having and retaining its proper 
relative working position to every other part. This 
should insure a very stable and satisfactory working 
condition. While these lock sets cost more than the 
ordinary Mortise type it is claimed that they are much 
cheaper to apply to the door which tends to offset the 
initial cost. They are very desirable for the best work. 
They are made with just the same functions as the 
Mortise type. 

The above locks are regularly made with a “backset” 
(the distance from the face to the center of the knob) 
varying from 2% in. to 2%4 in. which will be suitable 
for doors having stiles 5 in. wide, or even 41% in. wide, 
providing the escutcheon is not too wide. This is a 
point that should be carefully considered so the lock 
and escutcheon you select will properly fit the door. If 
the doors have beveled fronts the face of the lock must 
be beveled to match. This will require them being made 
right hand or left hand according to the way the door 
opens. Some makers furnish locks with faces so the 
bevel can be changed from one hand to the other which 
is rather a convenient feature. 

Knobs and escutcheons for these doors may be of a 
plain or ornamental pattern. If ornamental, choose one 
that harmonizes with the architectural detail of the 
building. It is not uncommon for high-grade buildings 
to have special design knobs and escutcheons, often 
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showing a monogram, insignia or crest. Of course, this 
costs more than stock patterns, but if it be for a large 
building using many locks the extra cost is not so much 
for each lock set. 

As for finish, any one of several may be used accord- 
ing to taste, old brass, sanded oxidized brass, old bronze, 
or black rustless iron, as well as plain brass or bronze. 
It depends upon the color or finish of the doors. 


“Office Doors” should always be supplied with a 
“Liquid Door Closer” (5) of proper size to close the 
doors surely and quietly. These are made of good 
quality by several manufacturers. Each maker furnishes 
complete directions for choosing the size, mounting the 
closer on the door and adjusting it so it will render 
satisfactory service. But because of varying conditions 
it will probably be necessary to readjust them from time 
to time to insure that each closer is properly set to give 
the particular result desired. Of the standard makes, 
a size No. 3 will usually be the proper one to use. 

It is customary to supply a “letter box plate” for each 
“office door.” This should, in design and finish, match 
the knobs and escutcheons. It should have a hooded 
plate (6) for the inside of the door, and for a good job 
there should be a metal chute extending through the 
door. In some places the plates are placed in the hinge 
stile of the door, in which case they should be of a 
vertical instead of the ordinary horizontal pattern. 

Each door should be supplied with a rubber tipped 
metal “door stop” of proper weight (7) to be placed 
on the baseboard back of the door for the door to bump 
against. 

Very often it is desired to have some way for holding 
the doors open when desired. This can be accomplished 
by having the “door closers” furnished with what is 
known as “Hold-Open-Arms” that will hold the doors 
open, when desired, at a chosen point, or the doors may 
be supplied with “door holders” to be operated by the 
foot (8). These should be of the same finish as the 
other hardware. 








ie 


At right (Fig. 5), 
liquid door closer. 
Above (Fig. 6 and 
7), hooded letter 
box plate for office 
doors and rubber 
tipped metal door 
stop. At left (Fig. 
8), “hold-open” arm 
for holding doors 
open when desired 








If the doors are made of steel the hardware will have 
to be made “to template,” so it will be of uniform size 
and have the screw holes in uniform location. All 
standard makers are prepared to do this and to supply 
templates for the steel door maker so the door and the 
hardware will be made to go together. 
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O wonder baby in the Stroller and mother look so contented. Wheel Goods designed especially for babi 
keep it happy and contented and make mother’s task a lot easier. Selling Comfort and Happiness to mothe 
and baby is essentially a part of the progressive hardware merchant's business. Remember, this service 1s noi 


only profitable in itself but it is also the first step in cementing the good-will of the little folk who will be you 
grown-up customers of tomorrow. 
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As a result of its improved store front, Stahl’s Hardware, Lansing, Mich., increased its sales fifty per cent. Although this store is but twenty-four 
feet wide, thirty-two lineal feet have been secured through the arrangement shown above. 


The Store Front—A Vital Factor in 
Modern Merchandising 


Lansing Firm Increases Sales Fifty Per Cent Through Utilization of 
Up-to-Date Display Facilities—Effective Displays Are Difficult 
in Old Fashioned, Poorly Lighted Windows 


NDEPENDENT retail merchants are coming more 
and more to recognize the importance of display— 
but not yet to the extent which they must if they 

are to continue to be a vital factor in distribution. 

For example: Authorities on display state that be- 

cause of poorly designed store fronts, poor lighting and 
indifferent merchandising displays, less than 10 per 










$7,000 OF 
RENTAL FOR 
WINDOWS 


The department, chain, drug and cigar 
stores consider the window the most 
valuable part of a store. When a rent 
of $10,000 is paid, according to David 

eyers, superintendent of windows for 


. the United Cigar Stores, $7,000 goes for 


windows and $3,000 for the balance of 
the store. 






cent of the sales value 
of the window is 
utilized in many hard- 
ware stores. 

The two charts 
appearing in connec- 
tion with this article 
demonstrate quickly 
and powerfully that 
the show window is 
unquestionably one of 
the most important 
physical adjuncts to 
modern selling. 

The department, 
chain, cigar and drug 
stores generally ac- 
cept and apply this 
knowledge. 


Somebody has wisely observed that “if clothes don’t 
make the man they come very close to it.” The public 
is inclined to judge a store largely by the outward and 
visible. If a store looks progressive, the chances are 
ten to one that it 7s progressive. For the greater part 
of its prospective clientele, the appearance of a store 
is the factor which determines whether it buys there 
or elsewhere. 

Window displays 
must exert their influ- 
ence quickly—within 
the few seconds that 
the prospective cus- 
tomer is passing. The 
first impression, 
therefore, is all im- 
portant. Effective dis- 
plays are difficult in 
old fashioned, poorly 
lighted windows. Visi- 
bility is a matter of 
great importance if 


the art of the window Because of poorly designed store fronts, - 
dresser is not to be poor lighting and poor merchandise dis- 
plays, less than 10 per cent. of the sales 
value of the window is utilized in many 
hardware stores. How about yours? 









POTENTIAL 
SALES POWER 


OF 
STORE WINDOW 





thrown away. 
The buying public, 
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‘THE heavy plate glass of ‘ ¥ 


the windows in contrast 
with the metal supports re- 
sults in a striking effect. 
Because of the width of its 
store, the Barrett Hardware 
Co., Salisbury, Mo., is able 
to secure excellent results 
with a comparatively shallow ' 4 
— . m4 a” seeitve a , 


STORE is judged 
largely by its ap- 
pearance. Fronts such 
as the one of E. C. 
Ruchte, Buffalo, 
N. Y. are an impor- 
tant physical adjunct 
in selling. 
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AS illustrated in this 

Store front of the 
Howe & Shipley Co., 
the handicap of a nar- 
row store can be com- 
pletely offset by in- 
creasing the depth of 

the show window. 
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; [% the store front of 
. F. A. Reynolds, 
. 3 : Niles, Mich., it will 
. eeanad st be noticed that an 


“island’’ display has 
been introduced at the 
right of the main en- 
trance. The physical 
characteristics of this 
ae store necessitated the 
use of considerable in- 
genuity in the arrange- 
ment of the front. 


























































YVHERE store space 

must be _ conserved, 
fronts of the type used 
by F. Cornell & Son, 
Grand Rapids, Mich., are 
extremely effective. This 
is an orthodox arrange- 
ment, but one that is 
finding favor with hard- 
ware merchants. 





























oo fronts of the type used 
by the W. W. Conde Hard- 
ware Co., Watertown, N. Y., 
permit of unusually effective dis- 
plays by reason of the fact that 
the window dresser is not com- 
pelled to adopt the usual formal 
arrangement of merchandise. 

























The store.windows shown on these pages were installed by the Kawneer 
Co., Niles, Mich., through whose courtesy they are illustrated. 
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without analyzing the matter, realize instinctively that 
if a hardware store is not progressive enough to have a 
clean, up-to-date store front, the chances are that it 
is not progressive enough to have a clean, up-to-date 
stock. This is simple, vital, fundamental. 

In substantiation of this statement, read what M. J. 
Stahl of Stahl’s Hardware, Lansing, Mich., has to say 
about the modern store front: 


“We are sending you a photograph of our store 
front, installed some time ago by the Kawneer Co., 
of Niles, Mich. 

“We are very much pleased with this change, and 
believe that without doubt it has been the means of 
selling 50 per cent more goods than would have been 
possible with the same displays in our old front. 

“An example of this: The first display that we 
installed featured fireplace fixtures, and during the 
two weeks this was in it sold more fireplace sets 
than had been sold during the entire season before.” 


The type of store front utilized by the Stahl company 
is one of the most popular at present. As is shown in 
the accompanying illustration, the plate glass is sup- 
ported by metal strips. -The use of metal as the support- 
ing medium has a number of features which recommend 
it to merchants desirous of securing the maximum dis- 
play from their windows. 

The plate glass in contrast with the metal support 
presents a striking appearance and has the virtue of 
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great durability. It is said that on store fronts of 
this type maintenance costs are nil and once installed 
no further care is necessary. Many merchants are 
reluctant to relinquish any more of the store for win- 
dow purposes than is absolutely necessary. It is diffi- 
cult, however, to secure adequate display in a window 
that is less than 3 ft. 6 in. deep. Some of the store 
windows illustrated in connection w ith this article are 
fully 5 ft. or more in depth. 

It is interesting to note that while the store of the 
Stahl company is but 24 ft. wide, 32 lineal ft. of window 
display space have been secured through the arrange- 
ment of the store front. 


It has been proven that a well lighted window will 
attract fully 73 per cent more attention than a poorly 
lighted one. In properly constructed windows there are 
reflectors which concentrate the light on the display 
of merchandise where it is needed and not on the side- 
walk or in the eyes of the window shopper. Lights 
under no circumstances should be seen from the side- 
walk. They can be hidden from view by means of a 
valance, which has also a decorative value. Many stores 
have learned the value of light and now employ artifical 
light in the daytime. Colored lights also are sometimes 
employed, but as a general proposition the merchant 
should be very careful in using them as they some- 
times tend to decrease the visibility of the merchandise 
displayed in connection with them. 
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Make Him Realize He’s a Customer 


NE of our humorists, with a keen sense of the 
9 shen of the English language, when once 
asked to what church he belonged, replied: “Well, I 
haven’t gone to church for years, but the one [| stay 
away from when I don’t go is the (so-and-so) church.” 

This was all a very good advertisement for this man’s 
humor; but it is easy to surmise that it was not re- 
ceived with eager relish, upon the part of the minister 
and of the officials of the church he mentioned. With- 
out a doubt, they did not see a vestige of humor in the 
man’s so-called wise-crack. 

But there are other American institutions to which 
we should feel loyalty. For instance, the retailer gladly 
lavishes the best years of his life, lets his hair go grey 
and his back bend in service, as likely as not without 
adequate financial reward, just to build up that little 
coterie of those whom he proudly calls “My Customers.” 

But, while there is no gainsay that the customer 
ought to feel his obligation to the retailer who serves 
him so well, still there are proper occasions aplenty for 


such a retailer to bring home to that customer’s memory 
the fact that he counts him as a castomer, appreciates 
him and his trade but as confidently expects him, as a 
customer, to appreciate the store, its service and its 
workers, in turn. 

There may be a real place for the mugwump in 
politics, for the man who from year to year lets his 
conscience dictate to him how to vote without regular 
party alinement or obligation; but there should be little 
or no occasion for mugwumpers among the customers 
of sincere and efficient retailers. 

Therefore, when you send him a form-letter, address 
him as “Dear Customer.” Once in a while, offer special 
sales to your customers only, privately announced; or, 
as some of the. highest class shops on Fifth Avenue, New 
York, regularly do, let your regular customers know 
that there will be a day or two private pre-showing on 
important sales for their benefit before such sales go on 
with the public in general. 


two ways. 


Appreciation must work 
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Unified windcw 

displays of hunt- 

ing equipment 

will pull outdoor 

enthusiasts right 

up to your coun- 
ter 
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Outdoor enthusi- 
asts are bringing 
a big boom this 
fall to hardware 
and sporting 
goods dealers 


Arm the Army of Hunters! 


The Hunting Season Will Soon Be at Its Height Throughout the Country—The 
“Red Gods” Are Calling—Window Displays Will Bring Red Blooded 


Sportsmen Into Your Store 


’ 


By Charles P. Catlin 


AKE the “Red Gods” call customers into your 
M store. Arm the army of hunters. Your win- 
dows are your most effective sales weapons. 
The hunting season will soon be at its height the 
country over. The “Red Gods” are calling. Sports- 
men everywhere are obeying that primitive urge. 
This is the time that strikes joy to the hearts of 
hunters of game, big and little, field and waterfowl. 
“Open season,” these two words speak volumes of thrills 
for red-blooded men and boys. When the word goes 
forth, “the geese are flying south,” sportsmen flock out 
to get the never-to-be-forgotten thrill of pulling a wise 
old gander down “out of the clouds.” 


Rarin’ to Go 


Duck-hunters everywhere are having the time of their 
lives or else are “all set and rarin’ to go.” Soon the 
“cotton-tails” will be leading sportsmen a merry chase 
throughout the length and breadth of the land. These 
furred and feathered targets and with them Mr. Grouse 
and the other members of his illustrious family provide 
almost as much pleasure in the eating as in the hunt- 
ing—and that’s saying a mouthful! 

Golden days, indeed, for sportsmen! 

Golden days, too, for hardware merchants who 
minister to sportsmen’s needs and the needs of all who 
make fall pilgrimages to Nature! Make no mistake 
about it! Outdoor enthusiasts are bringing a big boom 
this fall to hardware and sporting goods stores. You 
can make your store one of those favored with this big 


sales boost. You can avoid leftovers and increase your 
profits. Auto-tourists, Indian summer campers, hunters 
and trappers, all need equipment. All will buy equip- 
ment. Get them to buy their fall outfits from you. 

There is a mighty force at your service. Merchants 
have utilized it always; but only today are they be- 
ginning to exploit it to a degree that approximates its 
potentialities. The merchants who use it most intelli- 
gently and consistently are the most successful mer- 
chants—the merchants with the biggest stores and 
bank balances. It is to a store what power is to a fac- 
tory. Without power no factory can operate. Without 
this force no store can achieve success. It is the heart 
of merchandising. If it slows up, retail business grows 
sick. If it stops functioning, a store will soon be in the 
hands of the commercial undertaker, the receiver. Use 
this great power—IT IS THE POWER OF SUGGES- 
TION. 

The Best Harness 


Harnessed to your store, during the hunting and fall 
outdoor sports season, it will pull outdoor enthusiasts 
right up to your counter. The best harness is attrac- 
tive, timely, unified window displays. But don’t let 
it stop its work at your counter. Teach your sales staff 
to use it by suggesting to sportsmen and lovers of the 
out-o’-doors the purchase of further equipment they 
will need. Such suggestions are usually welcomed— 
and acted upon. Sportsmen are apt to forget some item 





(Continued on page 99) 
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Direct-By-Mail Advertising 


By Saunders Norvell 





IRECT-BY-MAIL ad- 
1) vertising. What is 

it? We read a lot 
about it. I don’t know. I 
suppose it is advertising ; 
that comes to you in the 
form of circulars and book- 
lets through the mails. I 
suppose a house organ is 
direct-by-mail advertising. 


* * * 


While I was in Europe 
six weeks this Spring, my 
faithful secretary saved up 
all the direct-by-mail adver- 
tising that came to my desk. 
I work at a large oak table. 
When I returned, my mail 
was all carefully sorted ac- 





While I was in Europe for Six 
weeks this Spring my faithful sec- 
retary saved all the direct-by-mail- 
advertising matter that came to my 
desk. All afternoon'I read this sell- 
ing eloquence. I admired it all. I 
am sure I have benefited by reading 
it. But, when the sun set and the 
battle was over—and the oak table 
clean and the waste basket full— 
I had not bought a darn cent’s 
worth of anything. 


—Saunders Norvell. 


So one afternoon I tacklec 
this stack of stuff. There 
were beautiful pamphlet: 
done in several colors. The 
printing was magnificent 
What wonderful work! Hov 
much time and thought hac 
been put into these pam 
phlets! I glanced througt 
them, admired them, threv 
them into the waste baske 
and forgot them! Waste 
waste, waste! The waste 
basket is very well named i1 
my estimation. 


¥ ¥ * 
I studied some of the hun 


dreds of circular letters 
Most of them were hand 











cording to its character and 
importance. I was infermed 
just which was the mail I must answer first. When 
this was cleaned up, I was handed the batch next in 
importance and I was given no peace until this was 
cleaned up. Finally I worked down my table to an 
accumulation of booklets, pamphlets, house organs and 
circulars fully a foot high. I was told by my secretary 
that I could now go to work on this stuff and see if 
there was anything in it that was worth while. 


% % % 


Around the place, I am called the “old man” or the 
“boss” or the “big chief.” These employees of mine 
do not know the truth. I am none of these things. J 
am just a slave. Day after day, when I feel like 
lighting a good cigar, putting my feet up on the win- 
dow sill and gazing out into Union Square while I allow 
my mind to wander all over the world in reveries, I 
am called down. I am handed papers that demand my 
attention. I am told about letters that should be an- 
swered. Yes, sir! I am nothing but a slave. The real 
boss of this institution is my secretary! ! 


% * * 


I stalled on that job of reading the direct-by-mail 
advertising. I gazed at that stack of papers day after 
day. Then I gazed at the waste basket and thought, 
if my secretary would just look the other way, I would 
dump the whole lot of stuff into the basket. She, 
however, read my mind. She stopped working on her 
typewriter and remarked—“While you are resting, you 
might go through those papers and see if some of them 
are not valuable. I have been through all of them 
while you were abroad and I have turned down pages 
and marked paragraphs that you should read.’’ 


somely done. Just think 0: 
the time and thought it 
preparing them! Some of these circulars offered lands 
Others offered bonds. Others were prospectuses of nev 
companies. I was delighted to know that I am financiall; 
embarrassed! If I had had any money, it would hav 
been a very troublesome problem to decide which o 
these propositions to accept. They were certainly allur 
ing. Having no money saves one a world of trouble. 

% % * 


One of them was an offer of Preferred Stock in : 
large new building venture in Washington. Congres 
had allowed them to place several more stories on thi 
building than the law permitted. This was interestin; 
information. I wondered why Congress did it. Wh 
should this building be especially favored?? 


% % * 


Then I thought about Preferred Stock. “Preferred’ 
sounds good, but I have never in my life made an: 
money on Preferred Stocks. If the enterprise make: 
money, all the profits go to the Common Stock. If th 
enterprise fails, the Preferred Stock goes up in smoki 
along with the Common! 

No—this circular read well, but I am not keen o1 
Preferred Stocks—never have been since I bought som: 
early in my financial career! Preferred Stocks ar 
entirely contrary to all the teachings of the Scripture: 
because the Good Book says—-“He who would save hi: 
life will lose it.” This means: take a chance—buy} 
Common! 

Just look, for instance, at Steel Preferred and Stee 
Common. Steel Preferred is up 10 or 15 points an 
Steel Common is up over 100 points. No sir! Ever 
if I had any money, I would not buy any of the Pre 
ferred Stock in the building that was allowed by Con 
gress to have three extra stories!! 
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However, here is a circular that interested me: The 
Kensico Cemetery. There were six pamphlets from this 
institution desribing their lovely plots. Buy early and 
avoid the rush! Why not buy yourself, when you can 
devote the time and care to a problem that directly 
concerns you, instead of having some careless relative 
do the job hurriedly and plant you in some out-of-the- 
way corner? Good sense in that, too. Most of us are 
more interested in our own monuments than our heirs 
and relatives will be! I have an idea that most of the 
handsome monuments we see in cemeteries were built 
by people for themselves, not taking a chance on their 
successors and assigns doing the job for them! 


% * % 


Yes, sir! These cemetery circulars are well written. 
If you do not wish to be buried, they have a plant that 
does a nice little job of incineration. Here is a chance 
for another soliloquy like Hamlet’s—‘“‘To be cremated 
or not to be cremated, that is the question!” I should 
have put away these circulars and accepted their in- 
vitation for a free automobile ride out to their ceme- 
tery, but alas, the fine, direct-by-mail advertising of 
The Kensico Cemetery also went into the waste basket. 
I have no plot. I am taking a chance on what my 
heirs and assigns will do to me! I know this is care- 
less. It is the worst kind of carelessness! 


* + * 


Once I knew a charming elderly man here in New 
York. I invited him to a certain celebration being held 
in my home on a Saturday afternoon. In fact, it was a 
wedding. He came to my office and told me that he never 
accepted any social invitations. He said his real home 
was in Woodlawn Cemetery. He had built a splendid 
monument there. He showed me photographs of this 
monument. It looked like an Egyptian temple. It was 
located on the side of a hill and was surrounded with 
flowers. This gentleman’s wife was buried in this tem- 
ple. They had no children. He informed me that every 
holiday and every Sunday he went to this spot, took 
care of the flowers, sat on the bench and lived over the 
past. Now, this man was very well-balanced mentally. 
He said he enjoyed being there more than being any- 
where else. He was altogether cheerful about it. He 
said he looked forward to the day when he would sleep 
in that mausoleum on the side of the hill. He sleeps 
there now. When I read this direct-by-mail cemetery 
advertisement. I thought of this friend of mine. 


*& & 


Another beautiful piece of art work was an engraved 
invitation to become a life member in a certain aristo- 
cratic country club. Even my name was engraved on 
the invitation. The officers of this club were some of 
the best known names in our Government. It was a 
high honor to be invited to become a life member. The 
only thing necessary was for me to sign my name on 
the dotted line of the application blank and enclose 
my check for $1,000! I had already been passed by 
the Membership Committee. My number was 991. A 
careful record was being kept of each number and it 
was necessary for me to answer immediately; other- 
wise, the secretary of the club might have a stroke 
of paralysis. I believe that was it—I am not sure. 
Anyhow, it said in that letter that if I did not an- 
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swer immediately, something terrible would happen to 
that secretary. I did not answer. I am wondering 
what did happen to the secretary!! 


% % * 


Then, those who need money for various and sundry 
charitable institutions certainly do patronize direct- 
by-mail advertising. There were appeals from all 
kinds of homes—homes for the aged, homes for the 
incurables, homes for orphans, maternity homes. Many 
of these circulars were illustrated with pictures that 
would make the heart bleed. You were reminded of 
all those who suffer. Some of these charitable insti- 
tutions sent you nice little books. There was a list of 
names with the amount subscribed opposite each name. 
Your name was entered in this book, but the amount 
opposite your name was blank. You were requested to 
fill in the amount and mail back the book. What a lot 
of work! I wondered if it paid. I wondered how 
many subscriptions came in from circulars and books 
like this. 

* * % 

Then there were chains—several of them. I was 
warned, under the threat of excommunication from the 
society of the blessed, not to break the chain. I am 
afraid the chain was broken! I am still wondering 
what happened just because I broke the chain! 

* *% * 


There were circulars that told me how to reduce my 
weight. Other circulars told me how to get fat. Other 
circulars suggested that I had already lived a pretty 
long time, but that if I really desired to live a little 
longer, I should adopt a certain diet—I should eat a 
certain food. There were medicinal circulars—a lot 
of them. One of these circulars told me all about my 
glands. If I devoted special attention to a certain 
gland, Ponce de Leon would have nothing on me in 
discovering the Fountain of Youth! 

%* * * 


It is pleasant to know that so many people are in- 
terested in your welfare. There was a most interest- 
ing circular—all about prolonging my life. I was 
informed that my life was very valuable. I was loved 
by my friends. It would be a terrible calamity to them 
if, for instance, I should stop writing these articles for 
“THE HARDWARE AGE!!” Therefore and consequently, 
I should take a health examination. Celebrated doc- 
tors would examine me carefully. They would tell me 
all about myself. They would inform me just what I 
needed. This circular was very logically written. 
Really, I should be examined. Who knows how many 
and what kind of horrid microbes are already at work 
in my anatomy?? Who knows what insidious weak- 
nesses are developing in some of my necessary and 
fundamental organs?? 

* * %* 

Then there was the artistically illustrated circular 
showing strong men and inviting me to join a class in 
physical training. This kind friend wishes me to be- 
come a Sandow. I looked at the picture of the gentle- 
man with the large chest, the enormous biceps, and the 
missing forehead, and I decided I did not care to grow 
any stronger than I am. You see, if I were really 





(Continued on page 94) 
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“The Bishop looks upset.” 
«ay, 


“Dorothy just referred to the Com- 
mandments as the Ten Suggestions.” 








“Yes,” said the specialist, as he stood 
at the bedside of the sick purchasing 
agent, “I can cure you.” 

“What will it cost?” asked the sick 
man, faintly. 

“Five hundred dollars.” 

“You’ll have to shade your price a 
little,” replied the purchasing agent; 
“I had a better bid from the under- 
taker.” 


A rich but very eccentric man died. 
The clergyman, who was young and new 
to the parish, thought it a fitting op- 
portunity to call and comfort the 
widow. 

“You must not grieve,” he told her. 
“The body that lies there is not your 
husband. It is merely a husk, an empty 
shell; the nut has gone to heaven.” 





A man rushed into an old furniture 
store: 

“What do you want?” asked the pro- 
prietor. 

“Ts this a second-hand store?” asked 
the man. 

“Can’t you see it’s a second-hand 
store?” 

“Well, I want a second hand for my 
watch.” 





Northerner—‘“Pretty mild winters 
you have here in the South.” 

Southerner—“Mild? Do you call two 
feet of snow mild?” 

Northerner—“Two feet! That’s noth- 
ing! Why, man, the snow was so deep 
up home last winter that the farmers 
had to jack up their cows to milk ’em.” 





A Scotsman, a retired minister of 
the kirk, was deploring the tendency 
of golf to become a ruling passion and 
to induce bad language. “In fact,” he 
said, “I had to give up for that reason.” 

“Give up golf?” his visitor inquired. 

“No,” said his friend, “the meen- 
istry.” 





He was running a small hardware 
store in a newly developed district, and 
the wholesale dealers found him back- 
ward in payment of his accounts. They 
sent him letter after letter, all of them 
polite, but each more threatening than 
the last. Finally they sent their repre- 
sentative down to give him a sporting 
chance. 

“Now,” 
have a settlement. 
sent us anything? 
badly ?” 

“No, everything’s going fine. My 
bankers will guarantee me all right.” 
“Then why haven’t you paid up?” 
“Well, you see, those threatening let- 
ters of yours were so well gotten up 
that I’ve been copying them and send- 
ing them out to some customers of 
mine who won’t pay up, and I’ve col- 
lected nearly all outstanding debts. I 
was only holding back because I felt 
sure there must be a final letter, and 
I wanted to get the series complete.”— 

The Pathfinder. 


said the caller, “we must 
Why haven’t you 
Are things going 





Williams—How did Harper happen to 
lose control of his car at the railroad 
crossing ? 

Hunt—He’s the kind of a man who 
always drops everything when the 
whistle blows. 


“Please, Miss Brown, may I have my 
arrow?” 

“Yes, dear, certainly,” the next door 
neighbor answered, beaming. “Where 
did it fall?” 

“T think,” the small boy replied, “it’s 
stuck in your cat.” 


— 


Teacher (pointing to a picture of a 
zebra)—‘“Here is something that comes 
from Africa. Can anyone tell me what 
it is?” 

Johnny—“It looks like a horse in a 


bathing suit.” 





Notice in a Kansas Paper—‘“Positive- 
ly no more baptizing in my pasture. 
Twice in the last two months my gate 
has been left open, and I can’t afford 
to chase cattle all over the country just 
to save a few sinners.” 


They were on their honeymoon trip 
in the mountains, and the bride’s 
mother had insisted on accompanying 
the otherwise happy couple. Suddenly 
the groom let out a yell. 

“Phyllis! Phyllis!” he shouted. “Your 
mother has fallen over a cliff!” 
“Heavens!” screamed the 
woman. “Is she badly hurt?” 

“Not yet! She hasn’t stopped!” 


young 





Edison, with all his inventions, was 
a piker compared to the ambitious 
young photographer who advertised: 
“Your baby, if you have one, can be 
enlarged, tinted and framed for $8.79.” 


“Say, grandpa, make a noise like a 
frog,”’ coaxed little Tommy. 

“What for, my son?” 

“Why, papa says that when you 
croak we'll get $5,000.” 


While coming downstairs, Mary Merton 

Would rather be speedy than certain, 

So she slid down the rail 

Until stopped by a nail— 

Let us lower the fireproof curtain. 
—Life. 


i 

“Yes, my son.” 

“What is a flapper?” 

“A flapper, my son, is a woman who 
does what an old maid would like to do 
and hasn’t the constitution to stand it.” 
—Pure Oil News. 
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66 HY the Yule log?” I asked a hardware man 
\ \ I found rolling into his store a log about two 
feet and a half long and perhaps fourteen 

inches in diameter. 

“You wouldn’t guess in a year,” said he. “This is 
to carry out an idea one of the boys has evolved. He 
wants me to set this up on end by the case where our 
hammers are shown and he is going to keep a block 
of soft wood there and whenever a man is looking at 
hammers, he’l] put the block on top of this log and have 
the customer drive nails into it to see how the hammer 
works.” 

“And this log is to afford a solid place to lay the block 
of wood,” I said. “I get the idea. The nails will drive 
so easily and smoothly that the customer will think he 
has got hold of a dandy hammer.” 

“Sure. A man can’t get the hang of a hammer with- 
out actually using it. Let them use a good hammer 
and it will sell itself.” 


*% % * % % 


Christy Matthewson mixed brains with his curves, 
which explains his phenomenal success. A young rookie 
recently drafted into the big league one day faced 
Matthewson in a game with New York. He got three 
hits out of four times at bat and naturally he thought 
he was the fellow who had found the way to meet the 
pitching of “Bix Six.” 

After the game one of the veterans of the team asked 
the youngster, “Do you remember what balls Matthew- 
son gave you when you made those hits?” 

“Why, no. Why should I?” was the reply. 

“Well, I don’t believe it does matter,” said the old 
timer. ‘Matty will remember them for you.” And out 


of the next twenty-three times at bat against Matthew- 
son the new leaguer never got a hit. 

It’s a great thing to be able to remember your mis- 
takes and never to repeat them. It takes head-work. 
And nothing but head-work is going to bring success 
in business or in baseball or anywhere else. 


% * ¥% * % 


The Carnation Milk people who advertise that their 
product is prepared with milk from contented cows, tell 
us in their advertising: “The unsentimental, strictly 
businesslike reason for that is that discontented cows 
are poor milkers. Fee a cow smiles, kind words and 
poetical buttercups and you actually get better milk and 
more of it.” 

I don’t know so much about the so-called “poetical 
buttercups,” but I am sure that keeping customers con- 
tented with kind words and smiles and other sorts of 
good treatment, is going to make it possible to get 
better business and more of it. Customers certainly 
cught to reciprocate as intelligently as cows. 

*& % % %* % 


RECENTLY saw the following, taken from the ad- 
vertisement of some washing machine, and pre- 
sumably speaking for the maker of the machines: 

‘“‘A man once wanted to sell me a horse. He said it 
was a good horse and that I would like the horse. And 
I said to him, ‘All right, let me see the horse; let me 
try the horse.’ 

“But he said, ‘No, if you want to buy my horse, you 
pay me and then I will ship him to you.’ 

“And another man came in and said, ‘I have a good 
horse. Take him and try him. He will win purses for 
you. And my confidence in him is such that you can 
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pay me out of the purses he wins.’ And I bought the 
second horse and I am glad that I did.” 

This is an interesting example of the difference be- 
tween selling with and selling without any demon- 
stration, and with only verbal evidence of merit. 

A tramp mechanic stopped at my home one day and 
asked me if I didn’t want my lawn mower sharpened. 
I didn’t care to take a chance on a stranger of unknown 
ability and I turned him down: ‘No, nothing I want 
done today.” 

“All right, goodbye,” said he with a smile as he went 
away. 

The way he took the refusal and the pleasant manner 
in which he bade me goodbye quite made me feel sorry 
I hadn’t given him a chance, and I was thinking that 
if he had been able to inject his pleasant personality 
into his approach and application for work, I probably 
would have hired him. So important is this matter of 
a pleasing personality in bringing about agreeable busi- 
ness relations. 

% % % ¥ * 

The salesman met the customer, a man whose family 
patronized the store more or less regularly. “My wife 
told me to come in here and get a can of yellow paint,” 
said the visitor. 

“Was it for woodwork or for furniture?” asked the 
salesman. 

“Why, I don’t know, but I guess she is going to do 
over some furniture,” was the reply. 

“T can’t just tell what color you want from what you 
say,” responded the salesman. “Would you mind if I 
call up your wife and ask her about it?” 

“IT wish you would. I’ve kind o’ forgotten just what 
she did say.” 

The salesman telephoned to the man’s wife and found 
that she had already had one can of yellow cream paint 
and wanted another to finish her work. 

“We don’t carry Blank,” he told the customer. “I 
think we have a finish that would do the work satis- 
factorily, but I wouldn’t advise you to get anything but 
Blank in this case. Sit down and I'll send the boy out 
to get just the thing your wife wants. It won’t take 
but a minute.” 

That’s the kind of salesmanship that holds the cus- 
tomer for next time even though it loses a possible sale 
this time. 
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Knowing what’s what makes for success with c 
tomers. One of the best hardware salesmen I kn 
tells me that rarely does any customer come in ¢ 
ask for something he does not know anything abo 
He has secured trade for the store because of custom 
finding him acquainted with merchandise they hi: 
asked for at other stores without finding anyone th 
who knew what they were talking about. 

This young man tells me that he gives the advertisi 
pages of the hardware papers credit for much of t 
information, and the traveling salesmen credit for ' 
rest. 


PEAKING of the value of brains in business or 

labor, there was the case of the tractor dri‘ 
whose machine stalled and he could do nothing to st: 
it. Finally he sent for an engineer who twiddled so 
little screw or lever with his thumb and finger, tap] 
the wheels a couple of times with a hammer, and 1 
machine started. The engineer’s bill read: 


For starting tractor , 
For knowing how to do it................... 25. 


% * * * *% 


Theodore Roosevelt declared that his success was 1 
due to any remarkable ability in any specific directi 
but to his doing everything just the best he could. 
had the handicap of poor eyesight in shooting, yet 
made his marksmanship average high by taking 1 
utmost pains to make every shot as nearly a bullseye 
he could. He was never careless. There are golfe 
who are that way, making scores better than the av 
age day after day, just because they play every sl 
just the best they can. 

There are salesmen who win on that same plan. Th 
have no unusual ability in selling, but they do just t 
best they can with every customer and their best 
always well above the average of the fellow who mak 
a brilliant deal today and then for a week is merely 
order taker. 

* * % * % 


Diddle, diddle, dumpling, my man Dick 
He comes to work liké a guy that’s sick; 
He comes too late and he quits too quick; 
Diddle, diddle, dumpling, my man Dick. 
—Hardware Mother Goose. 
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HARDWARE AGE 


Secretary of Labor Davis to Speak 
at Atlantic City Convention 
Many Problems of Interest to the Hardware Trade Will Come Up for 


Discussion—Retailers to Be Represented 


Hc . JAMES J. DAVIS, Secretary of Labor, is to be the prin- 
cipal speaker at a joint session of the National Hardware 
Association and the American Hardware Manufacturers’ Associa- 
tion, to be held in Atlantic City, Tuesday evening, October 19, 1926. 
Both of these Associations will hold conventions during the week 
of October 17 to 23. In addition there will be meetings of the Ac- 
cessories Branch and the Metal Branch of the National Association. 

The Accessories Branch will start the ball rolling, Monday, Oc- 
tober 18 at 10.45 a. m., with Chairman Nichols presiding. There 
will be two meetings, one on Monday morning and the other on 
Tuesday. In addition there will be the usual display of automotive 
and other accessories at the Ambassador Hotel. Jobbers should be 
there, and have their buyers with them. 


The big joint session of manufactur- 
ers and jobbers will be held Tuesday 
evening, with Acting President Walter 
H. Donlevy of the National Hardware 
Association in charge. In addition to 
the acting president, there will be ad- 
dresses by S. Horace Disston, presi- 
dent, American Hardware Manufactur- 
ers’ Association, and Hon. James J. 
Davis, Secretary of Labor. 

The wholesalers will hold meetings 
Wednesday, Thursday and Friday. At 
one of the afternoon sessions Wednes- 
day the manufacturers are especially 
invited. At the session Hobart R. 
Beatty, president, National Retail 
Hardware Association, will be the prin- 
cipal speaker. Again, on Thursday 
afternoon the manufacturers will at- 
tend one of the wholesalers’ sessions, 
and there will be a discussion on the 
topic “Under What Circumstances Does 
Increased Turnover Become Unprofita- 
ble,” led by Fayette R. Plumb, Philadel- 
phia. 

The metal branch will meet Thurs- 
day afternoon. 

The American Manufacturers’ Asso- 
ciation will join in the opening meeting 
Tuesday evening, and will hold sepa- 
rate meetings on Wednesday, Thurs- 
day and Friday. On Wednesday the 
principal speaker will be Hon. John Q. 
Tilson, Congressman from Connecticut, 
and floor leader National House of Rep- 
resentatives. His subject will be “The 
Government in Business.” - At that ses- 
sion Charles W. Asbury, chairman of 
the Hardware Council, will speak on 
the council, the reasons for it, what it 














does, how it works, and its general pol- 
icy. 

At the Thursday morning session 
there will be an address by Hon. Wil- 





Hon. James J. Davis 


liam E. Humphrey of the Federal Trade 
Commission, Washington, D. C. 

The Friday sessions of both associa- 
tions will be given over to association 
routine business. 

The entertainment program promises 
to be the best in years. It includes in- 
formal and formal dances, a ladies’ card 
party, an exhibition at the Ambassa- 
dor Swimming Pool, and a musical en- 
tertainment by twelve nationally known 
phonograph recording artists. 


ft 





Production of W. A. Ives Mfg. 
Company Nearing Normal 


Resumption of manufacturing on an 
approximately normal basis is an- 
nounced by The W. A. Ives Mfg. Co., 
maker of “Mephisto” Tools, Walling- 
ford, Conn., which suffered a disas- 
trous fire last April. 

The company’s temporary plants for 
the manufacture of chisels, hack saw 
blades, Star drills, punches, nail sets, 
screw-drivers, etc., are now in produc- 





tion, and shipments of “Mephisto” bits 
are being resumed. 





Thomas Lynch Dies 


Thomas Lynch, eighty years, presi- 
dent of the Lynch Hardware Co., 
Brockport, N. Y., and one of the oldest 
business men in that town, died at 
his home Sept. 28, following a long ill- 
ness. He had been in the hardware 
business for forty years. 
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M. M. Godschalk Now With 
Duluth Show Case Company 


M. M. Godschalk, merchandising en- 
gineer, Bellaire, Long Island, has been 
appointed by the Duluth Show Case Co., 





M. M. Godschalk 


Duluth, Minn., manager in charge of 
that firm’s New York office at 101 Park 
Avenue. Mr. Godschalk, who will con- 
tinue his store merchandising activities, 
is the author of the Resale Charts on 
Screws, Bolts, Nuts, etc, appearing 
weekly in the columns of HARDWARE 
AGE. 


Fairmount Tool and Forging Co. 
Appoints Southern Sales Agent 


The Fairmount Tool and Forging 
Co., manufacturer of mechanics’ and 
motorists’ tools, Cleveland, Ohio, an- 
nounces the appointment of L. L. Sul- 
livan as sales representative for that 
company in the southern territory. 

Mr. Sullivan’s headquarters are at 
706 Fourth National Bank Bldg., At- 
lanta, Ga. He is at present handling 
sales in the southern states for the 
Irwin Auger Bit Co., Wilmington, Ohio, 
and John Chatillon & Sons, New York. 

He will continue to represent sales 
for these two concerns as well as for 
the Fairmount Tool and Forging Co. 





Shakespeare Co. Opens New Bait 
Factory at Kalamazoo 


A new factory, to be known as the 
bait division of the Shakespeare Com- 
pany, has been opened at 501 Wal- 
bridge Street, Kalamazoo, Mich. This 
plant will be devoted entirely to the 
manufacture of artificial fishing lures. 
Prior to this move the Shakespeare bait 
business was a department of the main 
factory. 

This is the second step in a general 
plan of expansion at the Shakespeare 
plant, which was started a number of 
months ago by the removal of the line 
business from the main plant and the 
opening of a separate factory for mak- 
ing Shakespeare Super Silk fishing 
lines. 
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C. W. Scarborough 
Honored by 
Pittsburgh Ass’n 


oes 


Testimonial Dinner Tendered Past | 


President and One of the Foun- 
ders of the Pittsburgh Re- 


tailers’ Association .- 


Charles W. Scarborough, who heard 
his praises sung so freely and spon- 
taneously at -a_ testimonial 


dinner | 


tendered him by the Pittsburgh Retail | 
Hardware Dealers’ Association at the | 
General Forbes Hotel, Pittsburgh, on | 


Friday evening, Sept. 24, must have 


realized then if he did not before that | 


after all, the efforts he has been 


unselfishly giving for many years in | 


the promotion of cooperation and a 
better understanding, one of the other, 
among the hardware dealers of west- 
ern Pennsylvania have not been in vain. 

It usually happens that the man who 
gives freely of his time to trade asso- 
ciation work is one whose own business 
requires much time. As the head of 
a firm conducting three flourishing re- 
tail stores at widely separated loca- 
tions in Pittsburgh, he might readily 
be excused if he gave his own busi- 
ness exclusive attention and took only 


passive interest in the affairs of the | 


But “Charlie” Scar- 
He is 


trade in general. 
borough is not built that way. 


a whole; he is a strong exponent of 
the doctrine that a few cannot prosper 
at the expense of many and that meet- 
ings of those engaged in the same line 
of endeavor must be helpful to all. 


Guided by Golden Rule 


When to these activities is added 
keen interest in the welfare of his 
employees, the conclusion is unescapable 
that his course of life has been guided 
by the Golden Rule. Robert (“Bob’’) 
A. Murray and Sharon Jones, re- 
spectively PASHA president and sec- 
retary; Llew Soule, editor of HARDWARE 
AGE; Frank A. Hegner, president, 
Pittsburgh Retail Hardware Dealers’ 
Association, and Senator George 
Sprowls of Claysville were among 
those who had to say of Mr. Scar- 
borough that they found it hard to tell 
those present something that was not 
already known of him, and that he was 
devoted to association life and work. 

For the benefit of those who have not 
had the good fortune of knowing Mr. 
Scarborough, let us introduce him by 
Saying that except for a few years in 
early life when he was engaged in the 
tobacco business, he has been in the 
hardware business for two-thirds of his 
three score and odd years of life. He 
went into it when both he and the 
present city of Pittsburgh were young 
and he has grown with the city and 
the hardware business. He was born 
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Charles W. Scarborough 


on a farm near McKees Rocks on the 
outskirts of Pittsburgh and therein 
probably lays the secret of his ability 
to work and to work hard. He had 
ambition, however, and the farm did 
not hold out the promise of the realiza- 
tion of his desires. 


Goes into Business for Himself 


He came to the city and after trying 
to get interested in the sale of tobacco, 
he found what he was looking for when 


' he went to work for George F. Kim, 
interested in the hardware business as | 











who had a retail hardware business in 
the Oakland section of Pittsburgh. 
That was forty-two years ago. Not 
content to work forever for someone 
else, and having acquired plenty of ex- 
perience during the five years that he 
ran the Kim store, he decided to go 
into business on his own account. In 
association with Edward A. Klauss, the 
firm of Scarborough & Klauss came in- 
to existence in 1889 and a store at 3809 
Fifth Avenue, Oakland, Pittsburgh, 
was opened and the store still is there, 
because the firm was a combination of 
a practical hardware man in the per- 
son of Mr. Scarborough and Mr. 
Klauss was a practical tinner. The 
firm now has two other stores, one at 
5829 Forbes Street, in the Squirrel 
Hill section of the city and the other 
at 810 Federal Street on the north side 
of the city. 


Past President of Pasha 


Mr. Scarborough was one of the or- 
ganizers in 1909 of the Pittsburgh Re- 
tail Hardware Dealers’ Association 
and served as its president in 1909 and 
1910. In 1911, he was elected its sec- 
retary and has been reelected every 
year since. He has always taken an 
active interest in the State Association 
and is a past president of PASHA. He 
is one of the charter stockholders of 
the American Hardware Supply Co. 
and has been its president since 1913. 
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The Wastefulness of 
Present Day 
Selling Terms 


J. H. Tregoe of the Natior 
Ass’n of Credit Men, 
Outlines Dangers of 

Selling Terms 


According to J. H. Tregoe, executi 
manager of the National Associati 
of Credit Men, “When a business € 
terprise gets to the point of selli 
terms and not just commodities, da 
gers are brought about that are r 
always recognized until serious dama 
has been done.” 

Quoting Mr. Tregoe, he has the f 
lowing to say in regard to this incre: 


'ing practice among business houses: 


“Carrying receivables is an item 
operating costs that seldom appears 
a budget or a calculation of operati 
costs. It is a cost, nevertheless, a 
should be reckoned with, if the ex< 
amount of operating costs is soug! 
If a commodity sold at a certain pri 
and on terms of say 60 days, 2 fp 
cent for cash in 10 days, there is 
carrying cost whether it is recogniz 
or not, should the account not be liq 
dated until 60 days; and this ec 
really increases proportionately if t 
account is carried beyond the 60 d 
period. If the discount for cash 
taken in 10 days then the money shou 
be used to an equal advantage in pa 
ing the creditor’s obligations. If t 
discount offered for cash in 10 days 
not received until the expiration of 
or 20 days, then the creditor is severe 
penalized. 

“It happens all too frequently th 
business enterprises fail to recogni 
the cost of selling terms until the bi: 
ance sheet at the end of a season 
a year fails to meet expectations, ai 
may show the business to have be 
conducted at a loss of an anticipat 
profit. 

“Seemingly of late the competiti 
in sales, instead of being confined 
legitimate features, has taken the for 
of terms and discount offerings, t 
seriousness of which in the final resul 
of a business could not have be 
reckoned with. The discount for ca: 
should not be granted on terms or co 
ditions that will make it simply 
trade discount, instead of what it real 
is, a discount for cash. 

“If in selling on long terms, with 
discount for cash privilege, the crec 
tor is willing to accept a note payah 
at the end of the period, with a di 
count allowed and interest added fro 
the expiration of the discount for ca: 
period to the expiration of the n 
period, with legal interest added, t! 
real purpose of the discount for ca: 
has been abused, for a note, even wi! 
a good endorsement, is not cash, a1 





(Concluded on page 70) 
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HARDWARE AGE 


A Group Meeting Jaunt 
Through Pennsylvania 





Glenn Pearce Discusses Insurance and Association Activities—Bob 
Murray Demonstrates the Importance of Advertising— 
Llew Soule Gives Practical Merchandising 
Talk in Dealer’s Own Language 


AVE you ever attended a Pennsylvania group meeting? If 
not, you have missed something good. We know because 
we have just returned from a three meeting tour with Bob 

Murray, president, and Glenn Pearce, assistant secretary of the 
Pennsylvania and Atlantic Seaboard Hardware Association. 

New Bethlehem, Pa., was our first stop, and while it took us 
about fourteen hours to get there from Philadelphia, it was worth 


while. 


The meeting was held at the Country Club, and the decorations, 


done in hardware, were as artistic as we could want. 


There are 


five good hardware merchants in New Bethlehem, and they were all 
or the job, backing up J. E. Martin, president of the New Bethle- 


hem Hardware Association. 
joined in the festivities. 


All the other towns in the vicinity 
George Brown came over from Punxsu- 


tawney, John Ditz from Clarion, other live wires from Rimersburg, 
Shippenville, Brookville, Kittanning, Corsica, Timblin, Reynolds- 


ville and East Brady. 
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clerk problem, and an appeal for more 
personal interest in the men behind the 
counters. 

After the speakers had finished the 
question box was taken up, and it was 
worth while to hear those fellows talk 
over their business experiences. For 
nearly an hour they ti:rashed out their 


| problems and were still going strong 





' ington, Pa. 
| beautiful farming country, dotted with 











Llew S. Soule 

















Bob Murray 





Glenn Pearce led off with a clean cut 
talk on insurance matters and associa- 
tion activities. Glenn also led the sing- 
ing and acted as master of ceremonies. 
Then Bob Murray came into action in 
heart-to-heart talks on advertising, and 
what it has done for the Murrays of 
Honesdale. If you haven’t heard Bob 
Murray talk, you have a treat in store 
for you. 

Bob deals with experience and facts. 
First he describes the original Murray 
business and the flock of young Murrays 
dependent on the profits from an annual 
business of only $10,000. Then he goes 
on to tell of the first $200 spent in ad- 
vertising and the results obtained. 
Next he tells of the origin and devel- 
opment of the “Big Party” which has 
become the annual affair of Honesdale, 
Pa. Then he clinches it all by showing 





the catalog which the Murrays have 
used to rout mail order competition. 
When Bob was finished, Llew Soule, 
editor of HARDWARE AGE, appeared with 
a practical merchandising talk in the 
dealers’ own language. It was illus- 
trated with a series of charts which 
graphically brought out the points he 
emphasized. First, he painted a men- 
tal picture of the merchant today as 
compared to the one of 1900, and 
showed the actual loss of business time 
since then. Next he pointed out the 
greater number of activities crowded 
into the lessened hours. After pictur- 
ing the merchant he went on to picture 
the business, the problems and the rem- 
edies. In turn he took up overhead, 
turnover, service, new lines, the cash 
trend, departments, shrinkage, etc. He 
closed with a careful analysis of the 


| when closing time came. 


From New Bethlehem we journeyed 
to New Castle, known in Pennsylvania 
hardware circles as “Kirk’s” town, and 
repeated the program. All the mer- 
chants for miles around gathered at the 
Fountain Inn for the festivities. Frank 
Hegner even drove over from Sewick- 
ley to take charge of the question box. 
New Castle is a lively town with a 


| dozen or so good merchants. 


The final meeting took place in Wash- 
We drove over through a 


oil and gas derricks. The meeting hap- 
pened to fall on the same date when 
Gene Tunney was scheduled to wallop 
a certain Jack Dempsey in Philadelphia. 
Senator George Sprowls came over from 
Claysville, and brought one of his best 
radio sets from stock. After the speak- 
ers had finished they tuned in on the big 
fight until the final round. Then— 
strange as it may seem—they shut off 
the radio and went back into an hour’s 


' session with the question box. At each 
=| place the program was practically the 
| same, and in each place there was a 


| banquet fit for a king. 





Once we thought that group meet- 
ings were “small fry,” but we've 
changed our minds. Out in Pennsy]l- 
vania they are life sized business con- 
ventions and a logical part of the Penn- 
sylvania and Atlantic Seaboard Hard- 
ware Association’s activities. 





Use of Trade Name “‘Selfblo” Not 
Affected by Blow Torch Litigation 


In the September 2nd issue of 
HARDWARE AGE we printed a news item 
relating to a Court decision made in the 
suit referred to as brought by the Lenk 
Mfg. Co. of Boston against the Hunt- 
Lasher Co., Inc., manufacturers of 
“Selfblo” torch to the effect that the 
latter infringed Lenk patent No. 
1551059 and a permanent injunction 
had been issued. 

The correct title of the suit referred 
to is D. Allen Lenk against Hunt- 
Lasher Co., Ine. It involved an al- 
leged infringement of U. S. Letters 
Patent No. 1551069. 

The court’s decree, entered in the 
suit and dated August 16th, 1926, does 
not prohibit the sale of automatic al- 
cohol blow torches under the trade- 
name “Selfblo”. 

Our attention has been called to the 
fact that the news item published Sep- 
tember 2 may have been susceptible to 
misconstruction or unwarranted in- 
ferences, and in justice to our readers 
we make this further explanation in 
regard thereto after an examination of 
the decree of the U. S. District Court. 


2 








62 


HARDWARE AGE 


October 7, 192 


No Legislation for Tax Reduction Is Expectec 
at Next Session of Congress 


W 


in December. 





By L. W. Moffett 


(Washington Bureau of HARDWARE AGE) 


HAT amounts to virtually an official statement has just come 
from the White House to the effect that there will be no tax 
reduction at the next session of Congress which assembles 
As a matter of fact, it is likely that the country, 


generally, had not expected that taxes would be lowered at the next 


session. 


But the statement evidently was made for the purpose of 


offsetting what, it is claimed, is political capital intended to put the 


administration in the hole. 


With the Congressional campaign on 
there has been a great deal of the usual 
political maneuvering. The Repub- 
licans have raised prosperity as their 
slogan. The Democrats seem to have 
come back with the argument, in brief, 
that if the country is so prosperous the 
Treasury must have a surplus of money 
and that it would be possible to further 
lift the burden from the taxpayer. The 
Coolidge spokesmen have _ retaliated 
that taxes already have been consider- 
ably reduced under his administration 
but at the present no further cut may 
be expected. It has been stated that it 
would not be possible to determine until 
after Congress had adjourned and the 
fiscal year ended how much the saving 
to the credit of the Government would 
reach. 


President Agrees With Mellon 


It is clear that President Coolidge is 
in complete agreement with Secretary 
of the Treasury Mellon that there is a 
possibility that the surplus for the year 
would exceed the $185,000,000 which 
it was estimated would accumulate un- 
der the existing revenue law. At the 
same time, however, it is not the po- 
sition of the President that the savings 
will be general and include all govern- 
mental departments. Figures have been 
laid before the President since his re- 
turn from the summer White House 
which show that savings have been 
made in some departments while in 
others expenditures have exceeded ap- 
propriations. The same applies with 
regard to revenues. And it is thor- 
oughly realized that the short session 
of Congress beginning in December will 
pass some appropriation bills for spe- 
cial purposes and therefore make it 
convenient, if not necessary, to have a 
surplus to fall back upon. Present in- 
dications are that the Congress which 
meets in December will provide suf- 
ficient administration support to carry 
out its intentions with regard to taxa- 
tion. So that in view of the fact that 
Democrats already have announced that 
reduction of taxes for 1927 will be one 
of the major issues, there is at least 
one line sharply drawn between the two 
parties. No doubt the tariff issue will 


Reading matter continued on page 64 








also be raised with a considerable hue 
and cry. 

Getting back to the matter of taxes, 
it has been pointed out that the new 
Congress will not meet until the regu- 
lar session of December, 1927, when it 
will be too late to make changes in the 
tax legislation effective next year. Any 
measure drawn by the new Congress 
would apply only to taxes paid in 1928, 
a Presidential year. There does not 
seem to be the remotest chance that the 
President will call a special session of 
Congress. Only an emergency, it is 
claimed, would prompt him to do so, 
and there is no indication that such a 
circumstance will arise. Vice-President 
Dawes in the campaign he has waged 
for reform of the Senate rules has 
stressed the possibility of a filibuster 
against tax legislation through the 
combining of the Democrats and the 
Progressive bloc, but leaders of both 
the Democratic and the Progressive 
parties consider that such a move on 
the part of their organizations would 
be bad politics. To leave the Govern- 
ment without funds, which such tactics 
would bring about, certainly, it has 
been pointed out, would arouse the ill 
feeling of the people of the country 
against such a filibuster. 


Another Restraint Decree 


Another trade association has just 
come to grief at the hands of the De- 
partment of Justice. The department 
has announced that a consent decree 
has just been entered in the United 
States District Court for Utah against 
the Utah-Idaho Wholesale Grocers’ As- 
sociation and its members, charging 
restraint of trade and price fixing of its 
commodities. This latest decree is in- 
terpreted by many to indicate the fact 
that the department does not propose 
to interfere with the activities of trade 
associations which operate within the 
code set forth by the Supreme Court 
of the United States in its decisions in 
the Cement and Maple Flooring cases, 
the department does propose to prose- 
cute vigorously those associations, 
which it claims engage in price-fixing 
arrangements or other activities tending 
to restrain trade or to suppress com- 





petition. Also the matter of whethe 
or not the activities tend to set up me 
nopolies is being given the stricte: 
scrutiny. 





Establishments engaged primarily i 
the manufacture of files and rasps hav 
reported such products valued at $18 
174,030, according to data collected < 
the Biennial Census of Manufacturer: 
1925, according to the Department 
Commerce. Other products made b 
these establishments were valued 2g 
$358,673, making a total of $13,532,70: 
This total represents a decrease of 0. 
per cent, as compared with $13,565,44 
in 1928, the last preceding census yea: 
Of the 37 establishments reporting fo 
1925, nine were located in New Jerse} 
seven in Pennsylvania, five in Nev 
York, four in Ohio, three in Rhode Is! 
and and the remaining nine in six othe 
States. 





At a meeting here on Sept. 23 Govern 
ment experts and representatives of th 
vitreous china and plumbing industry 
held at the Department of Commerce t 
discuss the extension of simplified prac 
tice recommendations to such manufac 
ture, reductions in varieties of thes 
commodities was made from 441 item 
to 58, representing an elimination o 
87 per cent. 





The Chemical Division of the Depart 
ment of Commerce has just announce: 
that to meet competition in paints an 
varnishes from foreign countries, ther 
has been organized in Great Britain : 
research association of British paints 
color and varnish manufacturers, fo 
membership of which only British firm 
and British subjects will be eligible 
The new association will work in con 
junction with the Department of Scien 
tific and Industrial Research on thi 
basis of a grant of one pound sterlins 
being made by the department for ever 
pound subscribed by the association u] 
o 5000 pounds, provided a minimum an 
nual income of 2500 pounds for a guar 
anteed period of five years is raised by 
the industry. It is understood that thi: 
amount has already been promised 
The statement says that among the 
problems to be taken up are those con 
cerning the storage and keeping o: 
quantities of paint, enamel and varnish 
changes during drying and weathering 
and especially the development of fin 
ishes, both for industrial and domesti 
purposes, which will dry quickly anc 
last well. These investigations will be 
carried on at the buildings at the re. 
search station at Watford, under the 
direction of Dr. Stradling. 
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This “Star-Feature” Roaster 


Will Help Fall Sales 


Mirro “‘Star-Features’’ of design and construction are talking points which 
you can throw into the selling scales to tip the balance your way. The 
“Star-Features’ of this fine Mirro roaster will help you to many an extra 
sale this fall. 


Not the least of this roaster’s good points, by the way, is the fact that 
it will be advertised in the October issues of Good Housekeeping, 
Ladies Home Journal, Woman’s Home Companion, Delineator, and 
Designer, and in Liberty for October 16. 


The Mirro roaster appeals to the trade that wants quality. It appeals to 
the trade that wants economy. No wonder it appeals to merchants who 
are ambitious to build permanent, profitable business on a foundation of 
satisfied customers. You should sell Mirro. 


Aluminum Goods Manufacturing Company 
General Offices: Manitowoc, Wisconsin, U.S. A. 
Makers of Everything in Aluminum 











Have You Got 
Your (opy? 
This handsome big book of 
“The Mirro Store” is a com- 
plete new Mirro catalog— 
plus. It is full of selling ideas 
and talking points —just 
what you want for your 
clerksand toshowcustomers. 


If you haven't received your 
copy, mail thiscoupon. 


Aluminum Goods Mfg. Company 
Manitowoc, Wis. 


Gentlemen: Please send our copy 
of the new Mirro catalog. 
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Cross section of 
R-W corrugated 
FyeR-Wall Doors 
—costlessthan 
tin clad doors — 
guaranteed for 
25 years. 
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R-W Fusible 
Links are made 
to fuse at any de- 
gree of tempbera- 
ture. Keepa 
supply on hand 
for emergencies. 


The Fire Demon Balked 


Countless fires have been checked, confined to point 
of origin by RW Automatic Fire Doors and Fire Door 
Hardware. These doors are absolutely fire-proof. ‘The 
action of heat automatically closes them. Priceless 
records that could not be replaced have been safe- 
guarded—costly stocks and great buildings saved. 
Made with painstaking care, R-W Automatic Fire 
Door Equipment bears the label of the Underwriters 
Laboratories. Property protected by it enjoys substan- 
tial reductions in fire-insurance premiums. Send for 


Catalog. 


(720) 





AURORA, ILLINOIS, | U.S. A. 


New York Boston Philadelphia Cleveland Cincinnati Indianapolis ee oe New Orleans 
Chicago Minneapolis KansasCity Los Angeles SenFrancisco Omaha ttle Detroit. 


Montreal - RICHLARDS-WILCOX CANADIAN CO., LTD., LONDON, nl ¢ Winnipeg 


Largest and most complete line of door hardware made 
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Hardware Sales Satisfactory— 
Winter Merchandise in Demand 


ARDWARE sales were generally satisfactory during the past 
week, and few important price changes were reported by mar- 


ket observers in the important hardware market centers. 


A good 


movement of staples is apparent, while advance orders on winter 
merchandise are accumulating in more satisfactory volume. 

The outlook for the balance of 1926 is encouraging. Jobbers and 
retailers report that sales equal those for the same period last year. 
Retail business is following the weather closely. Unseasonable days 
have retarded sales while bright, sunshiny days have substantially 


helped business. 


Collections, hampered by unfavorable crop conditions in certain 
sections, are on the whole satisfactory. 





122 Convictions for Fraudu- 
lent Bankruptcy 


Recoveries in fraudulent failures in- 
vestigated by the National Association 
of Credit Men in the past fifteen 
months amount to $396,280, according 
to J. H. Tregoe, executive manager of 
the association, who made the figures 
public last night. 

Since the association began to raise 


its credit protection fund of $1,500,000 | 
in June, 1925, it has brought about 122 | 


convictions. 


“As a direct result of the depart- | 


ment’s activities, according to careful 
compilation,’ Mr. Tregoe said, “there 
were recoveries in the cases investi- 
gated and for the estates concerned of 
$396,279.73. These recoveries are more 
than the entire cost of operating the 
department since its active organiza- 
tion. 





Increase in Iron and Steel 


Exports 


Although the exports of iron and 
steel products from the United States 
in August of this year amounted to 
171,588 gross tons, a decrease of more 
than 23,000 tons from the 194,717 tons 
shipped abroad in July, the total ex- 
ports for the 8-month period ended in 
August amounted to 1,394,888 gross 
tons, representing an increase of 224,- 
267 tons, or 19 per cent, over the 1,170,- 
621 tons exported in the same period 
of 1925, according to the Iron and Steel 
Division, Department of Commerce. 





Decline in Motor Tire Output 


Although there has been some sea- 
sonal decline in operations, sales and 
production of automobile tires and 
tubes during September have been 
close to the record breaking levels of 
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August. Demand from retail dealers 
has been so heavy that indications 
point to a continuance of the high pro- 
duction rate well into next month. 

The prosperous condition in the rub- 
ber industry is reflected by an excel- 
lent employment situation in Akron 
and other Ohio cities where rubber fac- 
tories are located. While plenty of 
common labor appears to be available, 
there is a shortage in some lines of 
skilled labor. 


Canadian Hardware Trade 


Outlook is Good 


The hardware business throughout 
Canada during the past seven months 
has been generally good and indications 
point to an exceptionally busy fall, ac- 
cording to Oliver B. North, assistant 
trade commissioner, Ottawa. Bookings 
for fall and winter deliveries have been 
exceptionally heavy. Cooler weather in 
British Columbia has started the sale 
of fall goods, Ontario dealers report 
good sales of building materials, busi- 
ness in Quebec is reported satisfactory 
in every section, and the trade situa- 
tion in the maritime provinces con- 
tinues to improve. Price changes have 
been of a very minor nature, the most 








important being a decline of 75 cents | 


per 100 lb. on roofing nails. 
remain firm and no change in steel 
prices is anticipated just at present. 


Solder Up Three Dollars 


While hardware prices in the Chi- 
cago territory continue to show a 
steady strengthening, the only actual 
change in price is an advance of $3 
per 100 pounds on solder, due to the 
higher prices on tin. 

Sales on all classes of hardware 
merchandise are gradually improving 
with fall and winter items moving well 
and orders for spring delivery develop- 
ing nicely. 





All metals | 





Steel Production Maintaine 


The third quarter of the year is con 
ing to a close with no diminution i 
the rate of ingot production from the 
reached late in August, output in Pitt: 
burgh and nearby districts still averas 
ing 85 per cent of capacity. Incomin 
business, however, is not equaling shi 
ments, and the prospect is for a lowe 
fourth quarter engagement of stee 
making and rolling capacity. With th 
steel manufacturers and steel consume! 
disposed to think and act on a basi 
of 30-day requirements, there is mor 
than the usual danger in making an e) 
tended forecast, but the final quarte 
of the year rarely sees as heavy cor 
sumption of steel as the second an 
third quarters. 


Prices Drop on Linseed Oil 
and Turpentine 


In spite of the very adverse cond 
tions surrounding the crops, busines 
in the Chicago territory is about no! 
mal for this time of year. There is a 
active demand for fall and winte 
merchandise and a gradually increas 
ing volume of orders for spring deli 
ery. Prices are holding firm althoug 
a rather sharp decline on linseed o 
and turpentine is reported for thi 
week. There are no _ other pric 
changes. 


Weather Hampers Trade 
in Northwest 


The returns from the crops in th 
Northwest tributary to the Twin Citie 
are somewhat under what had been es 
timated, but still are going to b 
above the five-year average. Rains a 
the wrong time have deterred harvest 
ing and threshing. Bank deposits ar 
increasing more slowly than a yea 
ago. Interest rates have advanced one 
half to one per cent lately. 

‘Prices are firm, and seasonal mer 
chandise is moving out freely. 





No Business Decline in Sigh 


Despite the fact that high levels o 
productive activity and of general pros 
perity have been consistently main 
tained for two years, and that durin; 
that time there have been elements it 
the situation that might have devel 
oped into positive adverse influences 
economic conditions in general remail 
surprisingly free from the factor 
which ordinarily indicate the approac! 
of a major decline in business levels 
the Guaranty Trust Co. of New Yor! 
points out in the current issue of “Th 
Guaranty Survey,” published today. 
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Business Holds About Normal in 
3 Chicago Territory—Prices Firm 


(Chicago office of HARDWARE AGE) 


HE crop situation in the Middle West is not up to normal— 
with a late start last spring the major crop of corn is still un- 
ripened and the continual heavy rains are holding it back still 


more. 


damaged the corn but have injured the late fruit crops. 


Frosts have been had in many sections which have not only 


Much of 


the farm territory is under water, with adidtional floods threaten- 
ing, while the unthreshed small grains are in some cases sprouting 


in the shock. 


In spite of this situation, activity in the hardware field is run- 


ning about normal. 


Fall and winter merchandise is moving in good 


volume and the amount of business for spring delivery is gradually 
improving. Prices, for the most part, are holding firm, although 
the only changes in jobbers’ quotations this week were substantial 


declines in linseed oil and turpentine. 


On the other hand, the ad- 


vance of $2 per ton on steel sheets which was announced by one 
maker last week, has been followed by a similar advance by the 
other makers in this district, although jobbers’ prices are unchanged 


as yet. 


All indications point to a continuance of the abnormally high 
activity in the local steel industry during the fourth quarter, al- 
though the actual placing of orders by the railroads so far has not 


been up to expectations. 


Collections are showing a slight improvement. 


AUTOMOBILE ACCESS ORIES.— 
There is a noticeable increase in the 
demand for fall and winter acces- 
sories. 


We quote 
f.o.b. Chicago: 

Spark Pines. —Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box line, 53c. each; A. C., d3c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

_— Light. — Appleton No. 3280, 


from jobbers’ stocks, 


Jacke. —National Standard, No. 21, 
$1.10 each. 

Pumps.—Rose, 
1.85 


1% +#%in. = cylinder, 


Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Tires and Tubes.—30 x 312, over- 
size cord tires, $10.50 each: regu'ar 
cord, $7.45 each; gray inner tubes, 
30 x 3%, $1.50 each; red inner tubes, 
30 x 3%, $1.75 each. 


AXES.—There is a good volume-of fall 
business and prices are still 50 cents 
per dozen higher than those ruling last 
spring. 


We quote from 
f.o.b. Chicago: 


jobbers’ stocks, 
First quality single 
bitted unhandled axes, 3 to 4 lb., $14 
doz. base; double bitted, $19 doz. 
base; good quality black unhandled 
axes, same weight, single bitted, $13 
doz. base; single bitted handled axes, 
$15.50 to $24 per doz., according to 
quality and grade of handle; 
unguaranteed handled axes, 
doz. base. 


BOLTS AND NUTS.—There is a steady 
consistent demand and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Carriage bolts, cut 
thread 45-5 per cent discount, small 
carriage bolts, rolled thread, 50-5 per 
cent discount; machine bolts cut 
thread, 50-5 per cent discount: small 
machine bolts, rolled thread, 50-10-5 
per cent discount: all stove bolts. 
75-5 per cent discount; lag screws, 
60 per cent discounut. 


BUILDERS’ HARDWARE.—tThere is 


special 
$12 per 


_——_— _ 


no change in the price situation, while 











the demand shows a slight increase. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 3% x 3% steel butts, 
old copper and dull brass finish, 
$1.92 per doz. pair: 4 x 4 steel butts, 
old copper and dull brass finish, $2.70 
per doz. pair; heavy steel bevel in- 
side sets, $5.50 per doz. sets; steel 
bit-keyed front door sets, $1.50 per 
set; wrought brass bit-keyed front 
door sets, $3.00 per set; cylinder front 
door sets, $7.00 per set. 


CHAINS.—Sales are seasonable good 
and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: % in. proof. coil 
chains, $8.50 per 100 lb. Henso Bull 
Dog and Brown coil chains. 50-10 per 
cent discount. No. 00-4% electric 
welded cow ties, $2.75 per doz. 


COPPER RIVETS AND BURRS.— 
There is a rather active demand. 


We quote from jobbers’ 
f.o.b. Chicago: Copper rivets 
burrs, 40 per cent discount. 


stocks, 
and 


_EAVES TROUGH AND CONDUCTOR 


PIPE.—Sales are showing a very satis- 
factory volume and prices are un- 
changed. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: 28 gage single bead 
lap joint gutter, 5 in., $4.50 per 100 
ft.; corrugated conductor pipe, 3 in., 
$4.80 per 100 ft.; plain ridge roll, 1% 
in., $4 per 100 ft.: corrugated con- 
ductor elbows, 3 in., $1.51 per dozen. 


ELECTRICAL AND RADIO MER- 
CHAN DISE.—The fall business is well 


under way, with an especially good de- | 


mand for radio batteries. 


We quote from jobbers’ 
f.o.b. Chicago: 

Electrical Merchandise. — No. 14 
rubber covered wire, $7 per 1000 ft.: 
in 1000 ft. lots, $6.50. No. 18 lamp 
cords, $14.25 per 1000 ft.: in 1000 ft. 
lots, $13.65; % in. brush brass key 
sockets, 151c. each; two-way plugs, 


stocks, 
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45c. each; in lots of 10, 40c. each; 
two-piece attachment plugs, 12c. 
each; dry cells, boxes of 50, 32c. each; 
less than case lots, 36c. each. 
Radio Supplies.—Radio B batteries, 
$1.40 each; No. 767, $2.62 
each; 770, $3.33 each; No. 772, 
$3.62 each; No. 486, $3.85 each. 
Battery ‘Chargers. —Apco line, 
of less than 10, $13.50 each net. 
Loud Speakers.— Western Electric 
No. 522W, $2.50 list. Discount, 30 
per cent. 
FILES.—There is a steady demand and 
prices are firm. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: American files, 60- 10 
per cent off list; Nicholson files, 50 


per cent off list; Black Diamond files, 
40-10-5 per cent off list. 


GALVANIZED WARE. — Cooler 
weather is stimulating an active de- 
mand for galvanized oil cans. There 
is no change in prices. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Standard galvanized 
after-made -_s., _ 1, $6.00; No. 2. 
$6.85; No. 3, $8.00; 10- at. galvanizea 
after-made my $2.12; 12-qt., $2.33; 


lots 


14-qt., $2.60; 5 gal. galvanized oil 
cans galvanized breast, $7.25 a 
dozen; 1 bu. galvanized baskets, $6.20 


dozen; No. 26% bu. bailed galvan- 
ized measures, $4.50 dozen. 


GARDEN HOSE AND LAWN SPRIN- 
KLERS.—tThere is a normal volume of 
orders for spring delivery. 


We quote from jobbers’ 
f.o.b. Chicago: Garden hose, 
quality molded hose, %-in., ; 
ee. %@-in., 12c. per ft.; %-in., 
per i 5-ply, good quality, wrapped, 
% -i 9c. per ft.; %-in., lle. per ft. 
» Mg sprinklers, Rail King, $28 doz. 
Original fountain sprinklers $6 doz. 


GLASS AND PUTTY.—While sales 
are running to small quantities the to- 
tal volume is very satisfactory. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Single strength A, 25 
in. bracket 85 per cent discount; 
Single strength A, 34 to 40 in. bracket, 
82 per cent discount; single strength 
A, all other brackets, 81 per cent dis- 
sount: double strength A, all sizes, 
82 per cent giscount; double strength 
B, up to 4 in., 87 per cent discount; 
balance, 85 per cent. Putty, pure 
grades, $3.75 per 100 lb.; commercial, 
$3.40 per 100 Ib. 


HATCHETS.—The demand is fair, with 
prices unchanged. 
We quote 


stocks, 


from jobbers’ stocks, 
f.o.b. Chicago: First quality hatch- 
ets, No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 2 
shingling $8 dozen; medium quality 
hatchets, No. 2 broad, $12.50 dozen. 


HANDLED HAMMERS.—tThere is no 
change in prices and sales are good. 


We quote from jobbers’ 
f.o.b. Chicago: First quality 
nail hammers, $12 dozen: Maydole, 
$12.60 a dozen; 16 oz. machinists’ 
hammers, first quality, $9.20 dozen; 
Competitive grade, 16 oz. nail ham- 
mers, $6 to $8. 


HANDLES, AGRICULTURAL. — A 
good volume of orders for spring deliv- 
ery is being received. 


We quote 
f.o.b. Chicago: 

Hay Fork’ Handles. 
chucked and bored, 
ft., $4.95 $6.00 doz.; XX, 
41, a "5 ft., $5. 30° doz 
X, 4% ft., $2. 65 doz.: 5 ft., $3.10 real 

Hay Fork Handles.—Bent- chucked 
and bored, best grade with strap, 


stocks, 
16 oz. 


from jobbers’ stocks, 
— Straight- 


best grade, 4% 
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There’s money for you 
in the old floors of your town 


Of course you sell paint and var- 
nish for refinishing old floors. But 
there are a lot of floors that are too 
shabby to respond to paint and 
varnish. Why not let these old 
floors bring you profits too? 


Just offer your customers Con- 
goleum Gold Seal Rug Borders—all 
ready to lay down on the floor, 
without even tacking or cementing. 
See how quickly they'll jump atthe 
chance to hide their shabby floors. 


Congoleum Gold Seal Rug Bor- 


ders present the appearance of fine 
hardwood flooring at the merest 
fraction of real hardwood cost. 
And they provide all the well- 
advertised, labor-saving advan- 
tages of Congoleum Gold Seal 
Rugs—even to the Gold Seal 
Money Back Guarantee! 


The above illustration shows how Congoleum Rug Border is 
placed on the floor and gives the effect of hardwood flooring. 
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These goods save your custom- 
ers trouble and net you nice profits 
that you otherwise wouldn't make 
at all. Moreover, there is still 
another profit to be made from 
selling clear varnish to restore the 
new look to the rug border when 
its color and gloss begin to dim 
with wear. 


It’s no trouble to stock and carry 
Congoleum Rug Borders. They 
take up little space and fill such 
an evident need that they almost 
sell themselves. An almost unbe- 
lievably small investment will 
start you. Why not write us for de- 
tails and name of nearest hardware 
jobber today ? 


CONGOLEUM-NAIRN INC. 


Hardware Division Headquarters 


1421 Chestnut Street, Philadelphia, Penna. 
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ferrule and cap 4% ft., $8.25 doz.; 
5 ft., $9.35 doz.; XX bent, with strap, 
ferrule and cap, 4 ft., $6.00 doz.; ‘3 
ft., $6.25 doz.; XX bent, 44 ft., $4 95 
doz. 5 ft., $6. 25 doz.; X bent, 41, 
"3 25 doz. : 5 ft., $3.75 doz. 
"Nelause Fork Handles.—Bent, best 


grade, 4 ft., $5.25 doz.; 44% iL., dv.0V 
i XX bent 4 ft., $4.55 doz.: 4l, 
, $4. 80 doz.; bent, "4 ft., $2.85 doz.; 
ry VA ft., $3.25 doz. 
Garden Hoe Handiles.—XX, 4% ft., 
$3.80 doz.; X, 4% ft., $2.65 doz. 
Garden Rake Handles. —XX, 5% ft. 
$3.80 doz.; X, 4% $2.65 doz. 
Garden Rake Reniken. —XX, 5% ft., 
$5.60 doz.; X, 5% ft., $3.55 doz. 
Shovel Handles.—R egular pattern, 
XxX, 4% ft., $6.50 doz; X, 4% ft., 
$4. 30 doz.; D handle, best grade, $8.75 
doz.; X grade, $6.60 


Spade Handles. neh ‘hand? es, best 
= $8.60 doz.; second grade, $6.60 


HANDLES, TOOL.—The demand 
very good and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Axe WHandies.—No. 1 hickory, $4 


doz.; No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer Handlies.— 
No. 1, 90c. doz. finest second growth 
hickory, $1.80 doz. 


HINGES.—Sales show a slight increase | 


while prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Heavy strap hinges 
in bundles, 4-in., 90c.; 5-in., $1.20; 
6-in., $1.12; 8-in., $1. 90: 10- -in.. $3.87 
per doz. pairs; extra heavy T linges, 


in bundles, 4-in., $1.40; 5-in., $1.46 
6-in., $1.32; 8- -in., $2.30; 10- in., $3. 30 
per doz. 


ICE CREAM FREEZERS.—Buying for 
spring delivery has not started as yet. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1 qt., 
$4.80 list; 2 qt., $5.60 list; 3 qt., $6.75 
list; 4 qt., $8.25 list; 6 qt., $10.45 list; 
8 qt., $13.40 list; 10 qt., $17.90 list; 12 

t., $21.50 list; 15 qt., $25.60 list; 20 
qat., $33.20 list; 25 qt., $42.60 list; 
—" 1 qt., $4 list; 2 qt., $4.60 list; 

3 qt., $5.45 list: 4 qt., $6.80 list; 6 qt., 
$8.60 list; 8 qt., $11.10 list. All the 
above less 50 per cent discount, 
Alaska, 1 qt., $2.95 list; 2 qt., $3.45 
list; 3 qt., $4.10 list; 4 qt., $5 list; 6 

., $6.30 list; 8 qt., $8.20 list; 10 qt., 
$10.75 list; 12 qt., $14 list; 15 qt., $17 
list; 20 qt., $21.50 list. A discount of 
20 and 10 per cent on all above prices. 


Acme 2 qt., galv., $8 doz.; 2 qt., 
enamel, $10 per doz.; 4 qt., enamel, 
$18 per doz. Above prices are net. 


ICE SKATES.—tThere is an active sea- 
sonal demand, especially on tubular 


skates. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Key Clamp, Rocker, 


bright finish, 75c. 
air. Half ey Clamps, Rocker, 
omen’s and Girls’, $1 pair; Key 
Clamp, Hockey, Men’s and Boys’, 
$1.20 pair; Half Key Clamp, Hockey. 
Women’s and Girls’, $1.40 pair; Tub- 
ular Skates, Men’s or Women’s, 
Racer or Hockey, $5.50 pair. 


LANTERNS.—The demand is fair and 
prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large fount, $14.25 doz.:; Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—The arrival of cooler 
weather is speeding up sales some- 
what. 


Men’s and boys’, 


We quote from jobbers’ og 
f.o.b. Chicago: Enterprise No 
4 qt., $8.00 each; No. 31, 6 qt., $8. re 


each; No. 35, 8 at., $9. 50 each. 


LAWN MOWERS.—There is a good 
volume of future orders. 


We quote from _ jobbers’ 
f.o.b. Chicago: 

Lawn Mowers.—16 in. ball bearing, 
5-knife, 1l-in. wheels, $12.35 each; 16 
in ball bearing, 4- knife 10% -in. 
wheels, $10 each; 
ing 4-knife, on. $8.65 
each; 16 in. bearing, 4-knife. 
9-in. wheels, $7.85 each; 16 in., plain 


stocks, 
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bearing, 4-knife, 9-in. wheels, $7.35 
each; 16 in. ball bearing, 4-Knife, 8- 
in. wheels, $8 each; 16 in. plain bear- 
ing, 3-knife, 8-in. wheels, $5.85 each. 
| 


| NAILS.—Sales are normal, with a good 
volume of replacement business. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Common wire and cement- coated 


| nails, $3.05 per keg base. 

_PAINTS AND OILS.—Linseed oil and 
turpentine take substantial drops. 
| Sales are normally good. 

| We quote from _ jobbers’ 
f.o.b. Chicago: 

Linseed Oil.—Raw, barrel lots, 95c. 


per gal.; 5 barrel lots, 92c. per gal. 
Linseed Oil.—Boiled, barrel lots, 98c. 


stocks, 


per gal.; 5 barrel lots, 95c. per gal. 
artes lots, $1.02 per 
gal. 

Denatured Aicohol. — Barrel lots, 
45c. per gal.; steel drums extra, $6, 
returnable. 

White Lead. — 500-lb. lots, $13.73 
per 100 Ib., net; 100-lb. lots, $14; 
50-lb. lots "$7. 25; 25-lb. lots, $3.65; 


12%-lb. lots, $1. 85. 

Shellac.—(4%-lb. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 

English Venetian Red.—lIn barrels, 
$3.50 to $6.75 per 100 Ib. 

wid Paste.—Barrel lots, 74%4c. per 


PYREX WARE.—The demand shows 
considerable improvement with the ad- 
vent of cooler weather. 

We quote from _ jobbers’ 


f.o.b. Chicago: 
Bread Pans.—No. 212, $7.20 dozen: 
No. 214, $12 dozen. 


New Handled Casseroles. — Round, 


stocks, 





No. 622, $12 doz.; No. 623, $14 doz.: 
| Oval, No. 632; $12 doz.; No. 633, $14 

doz.; Shallow Oval, No. 642, $12 doz.: 
No. 643, $14 doz. 

Pie Plates.—No. 208, $6 doz.; No. 
209, $7.20 doz. 

Tea Pots.—2-cup, $21 doz.;: 4-cup, 
$24 doz.; 6-cup, $28 doz. 

Utility Pans.—No. 231, $8 doz.: No. 
232, $14 doz. 





/_PREPARED ROOFING.—Sales 
rather brisk and prices are firm. 


are 





We quote from jobbers’ stocks, 
f.o.b. Chicago: Best grade slate sur- 
faced prepared roofing, $2.30 per 
square; best grade tale surfaced, 
$2.65 per square; medium talc sur- 
faced, $2 per square; light tale sur- 

faced, $1.10 per square; red rosin 
sheathing, $57 per ton. 


ROPE.—There is a good seasonal de- 
mand and prices are unchanged. 








We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 manila, stand- 
ard brands, 221%4c. to 23c. per lb.; No. 
2 manila, 21%c. per lb.; No. 1 sisal, 
15%c. per Ib.; No. 2 sisal, 14%c. 
per lb. 





SASH CORDS.—Prices are rather easy, 
although there is a fairly good volume 
of sales reported. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$8 per doz. hanks; No. 8, $9.15 doz. 
hanks. 


SASH PULLEYS.—Sales are only fair 
and prices are unchanged. 


We quote from jobbers’ stocks, 
f.0.b. Chicago: Common sash pulleys, 
90c. doz.; barrels, 54c. doz.: Common- 


sense, 9 in., 60c. doz.; barrels, 54c. 
nen No. 105, 46c. doz.; barrels, 42e. 
OZ. 


SCREWS.—There is a good demand. 
No change in prices reported. 

We quote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 77%4-20-10 per cent new list: 
round head blued, 75-20-10 per cent 
new list; flat head brass, 75-20-10 per 
cent new list; round head brass, 
7214-20-10 per cent new list. Jap- 
auned. 70-20-10 per cent new list. 


SOLDER AND BABBITT METAL.— 
Prices are unchanged this week. The 
tin market is still very high, though 
easier. 
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We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 
solder $46 per 100 lb.; medium 45-55 
solder $45 per 100 lb.: tinners’ 40-60 


solder, $44 per 100 lb.; high speed 
babbitt metal $20 per 100 lb.; stand- 
$14 per 100 


ty No. 4 babbitt metal, 
lb. 


STEEL SHEETS.—The demand is good 
jobbers’ prices here show no change 
although several manufacturers have 
announced advances of about $2 pet 
ton. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.30 per 100 lb.; 28-gage black 
sheets, $4.20 per 100 lb 


STOVE PIPE, COAL HODS, ETC.— 
The season demand is here and very 
active. Prices are firm and unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Best full gage pipe, 
e -gage, 12c.; 28 gage, 13c.; 26 gage, 
15lc. per joint. Corrugated elbows, 
30 gage, $1.20; 28 gage, $1.50 per doz. 
Galvanized coal hods, 17 in., $5 doz. 


TRAPS.—The demand is good and is 
steadily improving as cooler weather 
approaches. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 0, $1.10 doz.; No. 
1, $1.88 doz.; No. 11%, $2.44 doz.; No. 
2, $3.36 doz. 


WIRE PRODUCTS.—Sales are season- 


ably good and prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Wire staples, No. 
black annealed wire, $3.05 per 100 Ib.; 
No. 9 galvanized plain wire, $3.50 per 
100 lb.; catch weight spool galvanized 
cattle or hog wire, $3.75 per 100 Ib.; 
80 rod spool of galvanized hog wire, 
$3.25 per spool. Polished fence 
staples, $3.50 per 100 lb. Wire cloth, 
black, 12-mesh, $1.65 per 100 sq. ft.; 
galvanized, 12-mesh, $1.95 per 100 sq. 
ft.; bronze, 14-mesh, $5.75 per 100 sq. 
ft. Galvanized poultry netting: Gal- 
vanized before made, 5714-5 per cent 
discount; galvanized after made, 
5214-5 per cent discount. 


WRENCHES.—Prices are unchanged 
and sales are very good. 


We quote from jobbers’ _ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent discount. Coes’ 
wrenches, 40-10 per cent discount; 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 

Snap-on Wrenches. — Radio and 
Electrical Set, in metal case, $2.75; 
No. 101 Master Service Set, $13.75: 
No. 202 Heavy Duty Set, $8.80; No. 
404 Flexible Socket Set, $7.50; No. 608 
Crankcase Drain Plug Socket, $3.20; 
No. 900 Square Socket Set, $3. 70: No. 
1878 Giant ‘‘Snap-on,”’ with extra 
heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 33% per cent 
discount. 


The Wastefulness of Present 
Day Selling Terms 
(Continued from page 60) 


when discounted is a_ contingent 
liability of the payee. 

“We cannot play loose with terms if 
we want to conserve profits. Terms are 
nothing more than what they are in- 
tended to be, the measure of the credit; 
to use them as a sales feature is at- 
tacking one of credit’s fundamental 
principles and will play havoc with any 
business if practiced too widely. Do 
not sacrifice stability and sound busi- 
ness methods to mere expedients, par- 
ticularly when the expedients will 
cause a serious backwash when over- 





done.”’ 


Reading matter continued on page 72 
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= The great bright way 











Eveready-Mazda Automobile Lamp Kit Na 
1742. Handsomely enameled in colors, sub- 
stantially made of metal. Fits side pockets 
of car, can be thrown in tool-box without 
danger of breaking lamps. List price 25c, 
empty. Will quadruple your sales of 
Eveready-Mazda Lamps. 





THERE’S one sure road to quick sales and good profits 
in automobile lamps, and that is a stock of Eveready- 
es, Mazda Lamps. For these lamps are not only Mazda 
nt Lamps, with all that name implies, they are also one of 
- the Eveready family of famous products, and as such 
15; | welcomed by all. The fame of these two names makes 
0; these bulbs the trade’s quickest-selling lamps. Order 
from your jobber. 


“ NATIONAL CARBON COMPANY, INcC. 
New York San Francisco 
Atlanta Chicago Kansas City 

ent Canadian National Carbon Co., Limited, Toronto, Ontario 


. ~ EVEREADY 


, are 


r MAZDA 


ntal 


‘Do AUTOMOBILE LAMPS 


yusi- w 
par- 
will 
ver- 
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ferrule and cap 4% ft., $8.25 doz.; 
5 ft., $9.35 doz.; XX bent, with strap, 


ferrule and cap, 4 ft., $6.00 doz.; 4% 
ft., $6.25 doz.; XX bent, 4% ft., $4.95 
doz.: 5 ft.. $6.25 doz.; X bent, 4% 


- 


ft., $3.25 doz.; 5 ft., $3.75 doz. 

Manure Fork Handles.—Bent, best 
grade, 4 ft., $5.25 doz.; 44% IL., dv.0” 
doz.: XX bent 4 ft., $4.55 doz.; 4% 
ft., $4.80 doz.; bent, 4 ft., $2.85 doz.; 
ft., $3.25 doz. 

Garden Hoe Handies.—XX, 4'% 
$3.80 doz.; X, 4% ft., $2.65 doz. 

Garden Rake Handiles.-XX, 5% 
$3.80 doz.; X, 4% ft., $2.65 doz. 

Garden Rake Handles.—XX, 5'% ft., 

5 yy $3.55 doz. 
pattern, 
i% ft., 


4}\4 ; 
. 


ft. 


$5.60 doz.; X, 5% ft., 
Handies.—-Regular 
XX, 4% ft., $6.50 doz.; X, Mp 
$4.30 doz.; D handle, best grade, $8.75 
doz.: X grade, $6.60 doz. 
Spade Handies.— LD hand'es, 
grade, $8.60 doz.; second grade, $6.60 
doz. 
HANDLES, TOOL.—The demand 
very good and prices are firm. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: . 

Axe Handies.—No. 1 hickory, $4 
doz.: No. 2, $3 doz.; second growth 
hickory, $5 doz.; finest selected sec- 
ond growth hickory, $6.50 doz. 

Hatchet and Hammer Handles. 

No. 1, 90c. doz. finest second growth 
hickory, $1.80 doz. 
HINGES.—Sales show a slight increase 
while prices are unchanged. 

We from jobbers’ 
f.o.b. Heavy strap 

bundles, 4-in., 90c.; 5-in., $1.20; 
6-in., $1.12; 8-in., $1.90; 10-in., $3.87 
per doz. pairs; extra heavy T Tinges, 
in bundles, 4-in., $1.40; 5-in., $1.46; 
6-in., .32; 8-in., $2.30; 10-in., $3.30 
per doz. 

ICE CREAM FREEZERS.—Buying for 

spring delivery has not started as yet. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: White Mountain, 1 qt., 
$4.80 list; 2 qt., $5.60 list; 3 qt., $6.75 


best 


me 


8 


stocks, 


quote 
hinges 


Chicago: 


list; 4 gt., $8.25 list; 6 qt., $10.45 list; 
§ qt., $13.40 list; 10 qt., $17.90 list; 12 
qt., $21.50 list; 15 qt., $25.60 list; 20 
qt., $33.20 list; 25 qt., $42.60 list; 
Arctic, 1 qt., $4 list; 2 qt., $4.60 list; 
3 qt., $5.45 list; 4 qt., $6.80 list; 6 qt., 
$8.60 list; 8 qt., $11.10 list. All the 
above less 50 per cent discount, 
Alaska, 1 qt., $2.95 list; 2 qt., $3.45 
list; 3 qt., $4.10 list; 4 qt., $5 list; 6 
qt., $6.30 list; 8 qt., $8.20 list; 10 qt., 


$10.75 list; 12 qt., $14 list; 15 qt., $17 
list; 20 qt., $21.50 list. A discount of 
20 and 10 per cent on all above prices. 
Acme 2 aqt., galv., $8 doz.; 2 qt., 
enamel, $10 per doz.; 4 qt., enamel, 
$18 per doz. Above prices are net. 
ICE SKATES.—tThere is an active sea- 
sonal demand, especially 
skates. 
We 
f.o.b 
Men's 
air. 
Vomen’s 


jobbers’ stocks, 
Clamp, Rocker, 
finish, 75e. 
tocker, 


quote 
Chicago: 
and boys’, 
Half Key Clamps, 
and Girls’, $1 pair; Key 
Clamp, Hockey, Men’s and 30ys', 
$1.20 pair; Half Key Clamp, Hockey. 
Women’s and Girls’, $1.40 pair; Tub- 
ular Skates, Men’s or Women’s, 
Racer or Hockey, $5.50 pair. 


LANTERNS.—The demand is fair and 
prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Dietz D-Lite, $13 doz.; 
with large fount, $14.25 doz.: Little 
Wizard, $8.50 doz.; Blizzard, $13 doz. 


LARD PRESSES AND SAUSAGE 
STUFFERS.—The arrival of cooler 
weather is speeding up sales some- 


from 
Key 
bright 


what. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: Enterprise No. 25, 
4 qt., $8.00 each; No. 31, 6 qt., $8.65 
each; No. 35, 8 qt., $9.50 each. 
LAWN MOWERS.—tThere is a good 
volume of future orders. 
We quote from jobbers’ stocks, 


f.o.b. Chicago: 
Lawn Mowers.—16 in. ball bearing, 


5-knife, ll-in. wheels, $12.35 each; 16 
in ball bearing, 4-knife 10%-in. 
wheels, $10 each: 16 in. plain bear- 
ing 4-knife, 10%-in. wheels, $8.65 
each; 16 in. ball bearing, 4-knife, 


9-in. wheels, $7.85 each; 16 in., plain 


on tubular | 
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bearing, 4-knife, 9-in. wheels, $7.35 
each; 16 in. ball bearing, 4-knife, 8- 
in. wheels, $8 each; 16 in. plain bear- 
ing, 3-knife, 8-in. wheels, $5.85 each. 
NAILS.—Sales are normal, with a good 
volume of replacement business. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Common wire and cement-coated 


nails, $3.05 per keg base. 


PAINTS AND OILS.—Linseed oil and 


turpentine take substantial drops. 
Sales are normally good. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: 
Linseed Oil.—Raw, barrel lots, 95c. 


| 
| 
| 
| 


PREPARED 


| 


' 
} 
| 





per gal.; 5 barrel lots, 92c. per gal. 
Linseed Oil.—Boiled, barrel lots, 9c. 
per gal.; 5 barrel lots, 95c. per gal. 


arian, lots, $1.02 per 
gal. 

Denatured Alcohol. — Barrel lots, 
45c. per gal.; steel drums extra, $6, 
returnable. 

White Lead. — 500-lb. lots, $13.73 
per 100 Ib., net; 100-lb. lots, $14; 
50-Ib. lots, $7.25; 25-lb. lots, $3.65; 


12%-lb. lots, $1.85. 
Sheliac.—(4%-lb. cuts), white, $2.60 
per gal.; orange, $2.30 per gal. 
English Venetian Red.—In barrels, 
$3.50 to $6.75 per 100 Ib. 
ae Paste.—Barrel lots, 7%c. per 


PYREX WARE.—The demand shows 


considerable improvement with the ad- | 


vent of cooler weather. 


We quote from jobbers’ 
f.o.b. Chicago: 
Bread Pans.—No. 212, 
No. 214, $12 dozen. 
New Handled Casseroles. — Round, 


stocks, 


$7.20 dozen: 


No. 622, $12 doz.: No. 623, $14 doz.: 
Oval, No. 632: $12 doz.; No. 633, $14 
doz.; Shallow Oval, No. 642, $12 doz.: 
No. 643, $14 doz. 

Pie Plates.—-No. 208, $6 doz.: No. 
209, $7.20 doz. 

Tea Pots.—2-cup, $21 doz.; 4-cup, 


$24 doz.; 6-cup, $28 doz. 
Utility Pans.—No. 231, $8 doz.: No. 
232, $14 doz. 


ROOFING.— Sales 
rather brisk and prices are firm. 


We 
f.o.b. 
faced 


square; 


are 


jobbers’ stocks, 
slate sur- 
2.30 per 
surfaced, 
tale sur- 
tale sur- 
red rosin 


from 
jest grade 
prepared roofing, 
best grade tale 
$2.65 per square; medium 
faced, $2 per square; light 
faced, $1.10 per square; 
sheathing, $57 per ton. 


ROPE.—There is a good seasonal de- 


quote 
Chicago: 


_mand and prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 1 manila, stand- 
ard brands, 22%c. to 23c. per Ib.; No. 
2 manila, 21%c. per Ib.; No. 1 sisal, 
l5l4c. per Ib.; No. 2 sisal, 14%c. 
per Ib. 


SASH CORDS.—Prices are rather easy, 
although there is a fairly good volume 
of sales reported. 
We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 7 standard brands, 
$8 per doz. hanks; No. 8, $9.15 doz. 
hanks. 


SASH PULLEYS.—Sales are only fair 
and prices are unchanged. 


We quote from jobbers’ stocks, 
f.0.b. Chicago: Common sash pulleys, 
50c. doz.;: barrels, 54c. doz.: Common- 
sense, 2 in., 60c. doz.; barrels, 54c. 
doz.; No. 105, 46c. doz.; barrels, 42c. 
doz. 

SCREWS.—tThere is a good demand. 
No change in prices reported. 

We uote from jobbers’ stocks, 
f.o.b. Chicago: Flat head bright 
screws, 77%-20-10 per cent new list: 
round head blued, 75-20-10 per cent 
new list; flat head brass, 75-20-10 per 
cent new list; round head brass, 
72%4-20-10 per cent new list. Jap- 
anned, 70-20-10 per cent new list. 

SOLDER AND BABBITT METAL.— 
Prices are unchanged this week. The 
tin market is still very high, though 


easier. 





} 
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We quote from jobbers’ stocks, 
f.o.b. Chicago: Warranted 50-50 


solder $46 per 100 Ib.; medium 45-55 
solder $45 per 100 lb.; tinners’ 40-60 
solder, $44 per 100 Ilb.; high speed 
babbitt metal $20 per 100 Ilb.; stand- 
No. 4 babbitt metal, $14 per 100 
d. 


STEEL SHEETS.—tThe demand is good, 
jobbers’ prices here show no change, 
although several manufacturers have 
announced advances of about $2 per 
ton. 





We quote from jobbers’ stocks, 
f.o.b. Chicago: 28-gage galvanized 
sheets, $5.30 per 100 lb.; 28-gage black 
sheets, $4.20 per 100 Ib. 


STOVE PIPE, COAL HODS, ETC.— 
The season demand is here and very 
active. Prices are firm and unchanged. 


We from jobbers’ stocks, 
f.o.b. Chicago: Best full gage pipe, 
30-gage, 12c.; 28 gage, 13c.; 26 gage, 
15%c. per joint. Corrugated elbows, 
30 gage, $1.20; 28 gage, $1.50 per doz. 
Galvanized coal hods, 17 in., $5 doz. 


TRAPS.—The demand is good and is 
steadily improving as cooler weather 
approaches. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: No. 0, $1.10 doz.; No. 
1, $1.38 doz.; No. 1%, $2.44 doz.; No. 
2, $3.36 doz. 


WIRE PRODUCTS.—Sales are season- 
ably good and prices firm. 


We uote from jobbers’ stocks, 
f.o.b. Chicago: Wire staples, No. 8 
black annealed wire, $3.05 per 100 Ib.; 
No. 9 galvanized plain wire, $3.50 per 
100 lb.; catch weight spool galvanized 
cattle or hog wire, $3.75 per 100 Ib.; 
80 rod spool of galvanized hog wire, 
$3.25 per spool. Polished fence 
staples, $3.50 per 100 lb. Wire cloth, 
black, 12-mesh, $1.65 per 100 sq. ft.; 
galvanized, 12-mesh, $1.95 per 100 sq. 
ft.; bronze, 14-mesh, $5.75 per 100 sq. 
ft. Galvanized poultry netting: Gal- 
vanized before made, 57%-5 per cent 
discount; galvanized after made, 
52%-5 per cent discount. 

WRENCHES.—Prices are unchanged 
and sales are very good. 


We quote from jobbers’ stocks, 
f.o.b. Chicago: Agricultural wrenches, 
60-10 per cent discount. Coes’ 
wrenches, 40-10 per cent discount: 
engineers’ wrenches, 50-10 per cent 
discount off new list; Trimo, 65-10 
per cent discount. 

Snap-on Wrenches. — Radio 
Electrical Set, in metal case, 
No. 101 Master Service Set, $13.75; 
No. 202 Heavy Duty Set, $8.80; No. 
404 Flexible Socket Set, $7.50; No. 608 


quote 


and 
$2.75: 


Crankecase Drain Plug Socket, $3.20; 
No. 900 Square Socket Set, $3.70; No. 
1878 Giant “Snap-on,” with extra 
heavy duty ratchet, $27.35. All 
Snap-on Wrenches less 33% per cent 
discount. 


The Wastefulness of Present 
Day Selling Terms 
(Continued from page 60) 


when discounted is a_ contingent 
liability of the payee. 

“We cannot play loose with terms if 
we want to conserve profits. Terms are 
nothing more than what they are in- 
tended to be, the measure of the credit; 
to use them as a sales feature is at- 
tacking one of credit’s fundamental 
principles and will play havoe with any 
business if practiced too widely. Do 
not sacrifice stability and sound busi- 
ness methods to mere expedients, par- 
ticularly when the expedients will 
cause a serious backwash when over- 


done.”’ 


Reading matter continued on page 72 
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The great bright way 














Eveready-Mazda Automobile Lamp Kit No. 
1742. Handsomely enameled in colors, sub- 
stantially made of metal. Fits side pockets 
of car, can be thrown in tool-box without 
danger of breaking lamps. List price 25c, 
empty. Will quadruple your sales of 
Eveready-Mazda Lamps. 








THERE’S one sure road to quick sales and good profits 
in automobile lamps, and that is a stock of Eveready- 
Mazda Lamps. For these lamps are not only Mazda 
Lamps, with all that name implies, they are also one of 
the Eveready family of famous products, and as such 
welcomed by all. The fame of these two names makes 
these bulbs the trade’s quickest-selling lamps. Order 


from your jobber. . 
NATIONAL CARBON COMPANY, INc. 





New York San Francisco 
Atlanta Chicago Kansas City 


Canadian National Carbon Co., Limited, Toronto, Ontario 


EVEREADY 


: MAZDA 
| AUTOMOBILE LAMPS 
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Sales Improving in New York— 
Collections Reported as Favorable 


ETAIL hardware sales have been improving somewhat within 


the past ten days, and this condition is naturally resulting in 
a more active flow of merchandise from the jobbers’ shelves. 


There has been no abatement in the demand for staple items, while 
advance orders for winter merchandise are accumulating in more 


satisfactory volume. 


Prices are basically firm, and except in the case of a few minor 
revisions, designed to meet local competitive conditions, no de- 
partures from prevailing schedules were reported during the week. 
The outlook for the balance of 1926 is favorable, and sales for the 
month of September are expected to equal those for the same period 


last year. 


Collections are generally favorable. 


Improving Demand for 
Snow Shovels 


Orders for snow shovels, pushers and 
other winter goods are accumulating in 
better volume, according to wholesal- 
ers in the metropolitan area.. With the 
approach of fall sales are expected to 
improve materially. At the present 
time stocks are generally sufficient to 
meet the demand, and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F. O. B. NEW YORK: 


Snow shovels, long handle steel, $4 
doz.: snow shovels, long handle steel, 
in lots of 6 doz., $3.75 doz. 

Galvanized snow shovels, 
Menzie, $9.60 doz. Snow 
18 in., 83%4c. each net; 24 in., 
net, 


$10 doz.; 
Pushers, 
$1 each 


SS es 


Door Holders and Garage 
Sets Moving 


Door holders and garage sets are ex- 
periencing an active demand, according 
to wholesalers in the metropolitan area. 
Prices are firm and stocks generally 
sufficient. 

JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F. O. B. NEW YORK: 

No. 17753 and 1776J, 
In lots of six or more 


Garage sets, 
$2.50 per set. 


Garage door holders 1774J, $1.65 per 
pair. In lots of six or more pairs, 
$1.50. 


——— ee 


Movement of Bolts Active 


The sale of bolts in the New York 
wholesale market continues active, ac- 
cording to wholesalers. Stocks are 
generally sufficient, and prices are hold- 
ing. 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F. O. B. NEW YORK: 

Machine bolts, % by 4 and smaller, 

40 and 10 per cent off list. Machine 

bolts, longer and thicker, 40 and 10 

per cent off list. 

Common carriage bolts, % by 6, 
and smaller, 40 off list: larger and 
longer, 40 off list. 


Stove bolts, 80 and 10 off list. 
Lag screws, 50 and 7% off list. 








Screw Market Firm 


The screw market continues firm, 
with no abatement in the current de- 
mands. Prices are showing no tendency 
to depart from prevailing levels ‘and 
stocks are considered adequate. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F. O. B. NEW YORK: 


Discounts on wood screws: Iron 
Bright, Flat Head, 77% per cent: Iron 
Bright, Round and Oval Head, 75 per 
cent; Iron Blued, Round Head, 75 per 
cent; Brass, Flat Head, 75 per cent: 


Brass Round and Oval Head, 72% 
per cent. 
These discounts apply to revised 


list of June 24, 1922. 
KX TRAS—20-10-10-5 per cent. 


Fall Weather Helps Weather- 


strip Sales 


The cooler weather of the past few 
days has resulted in giving considerable 
impetus to the demand for weather- 


strip. Prices are firm, and stocks are 
sufficient. , 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F. Oo. B. NEW YORK: 
Wirf's weatherstrip, 500 ft. on reel, 
maroon, $48.50 per 1000 ft. White, 
$60 per 1000 ft. 
Nero weatherstrip, 500 ft. on reel, 


$36 per 1000 ft. 


Good Demand for Oil Heaters 


The approach of cooler weather is 
reacting scents Ph on the demand for 
oil heaters, according to wholesalers in 
the New York market. Prices are 
showing no tendency toward sagging. 


NESCO PERFECT OIL HEATERS 
No. et Ph cbexedseedewesd ened $5.50 
No. I, al he Lt eats a ie 6.75 
No. A ene ie o ie bi G.6 Wee wee 7.00 
i Pn. conc kobe seceuscusee 8.50 
i ih «ceca sadness 6 based 8.25 
i ns hit ban sense ddes «od 9.75 
i o¢hoveeentheéaenes 10.50 
ee eee 12.00 
No. 151, each (with floor pan). 7.50 
No. 1501, each (with floor pan). 9.00 
No. 0161, each (with floor pan). 8.75 
No. 1601, each (with floor pan).10.25 
No, 0191, each (with floor pan).11.00 
No. 1901, each (with floor pan).12.50 


Discounts in quantities less than 10, 
30 per cent. 

Discounts in quantities 10 or more, 
30 and 5 per cent. 


Reading matter continued on page 74 
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Growing Demand for 


Sash Cord 


The sash cord situation remains un- 
changed in the metropolitan district. 
The demand is fairly active, and prices 
are substantially as quoted below. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F. O. B. NEW YORK: 

Sash cord, Samson, Spot No. 8, 68c. 
to 70c. per Ib. Phoenix, No. 8, 38c. 
per lb. Sachem, No. 8, 33c. per Ib., 
and Aetna, No. 8, 29c. per Ib.; No. 7 
takes ic. per Ib. advance, while No. 6 
is 3c. per Ib. higher. 


Shovels Active in New York 


Shovels are among the active items 
in the New York wholesale market at 
the present time. Prices are showing 
no tendency toward sagging, and stocks 
are generally adequate to meet the cur- 
rent demand. 

JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F. O. B. NEW YORK: 

Fourth grade shovels, plain full 
pole, D & L handle, $13.09 per doz.; 

in 5 doz. lots, 5 per cent off. 

Socket shovels, full poles, D or long 
handles, $13.69 per doz.; in 5 doz, lots, 

5 per cent off. 


Linseed Oil Prices Firm 


There has been no change of any im- 
portance in the linseed oil market dur- 
ing the past week. Card prices of 
Sept. 30 are as follows: 


In lots of less than 5 bbls., 11.8c.; 
in lots of 5 bbls. or more, 11.4c.; Cal- 
cutta Linseed Oil in _ bbls., 15.7c.; 
Boiled Oil, 4/10c. extra per lb.; Double 
Boiled Oil, 5/10c. extra per lb.; Oil in 
half bbls., 7/10c. per lb. additional. 


Turps in Good Demand; 


Prices Firm 


The turpentine market remains prac- 
tically stationary, with wholesalers 
quoting $1 per gal. ex-stock, and $1.03 
delivered in small lots. Rosin in vari- 
ous grades is quoted as follows: B, 
$15.25; D, $15.50; E, $16; F, $16.50; 
G, $16.50; H, $16.60; I, $16.60; K, 
$16.60; M, $16.60; N, $16.65; WG, 
$16.95, and WW, $17. Rosin oil, first 
run, 80c.; second run, 85c., and third 
run, 90c. 


Tar, kiln, $15.50; tar, retort, $15.50, 
and pitch, $8.50 to $10. 


Rosin and Acid Core Solder 


Active 


A fairly brisk demand is reported 
for rosin and acid core solder in the 
New York wholesale market. Supplies 
are fair, and prices firm. 

JOBBERS’ QUOTATIONS TO RE. 

TAILERS, F.O.B. NEW YORK: 

One-lb. spools, rosin and acd core, 

70%c. per Ib.; 5 Ib. spools, 65%c. per 

Ib.; 10-I1b. spools, 65c. per Ib.; 20-Ib. 

spools, 64c. per Ib. 
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More than 500 Millers Falls Customers have 


_ purchased our new Electric Drill since May— 

















UR new }4" electric drill placed on the market in May 

of this year has been a phenomenal success. Many of 

our customers who have not stocked electric drills heretofore 

have found for the first time that there is a market for this 

sort of a tool. Electric drills are an indication of progress and 

will be more in demand year by year. Any dealer or jobber 

who has sold Millers Falls hand and breast drills can sell 
Millers Falls electric drills. 


We have been favored with many repeat orders for this drill. 
And best of all, many favorable comments have been made 
from consumers regarding the exceptional performance of this 
well made tool. Later on we shall add other sizes. It will be 


it 


for your advantage to get started right now with the 4”. 


Specifications 
PORTABLE ELECTRIC DRILL 


No. 414 


Motor . Speed 
Universal—operates No load 1800 RPM 0', in. in steel! 
on D.C.,oronA.C., 1.2 Amps 0-“ein. in castiron 





Capacity 


up to 60 cycles 0-}4 in. in wood 

Furnished for 110 or 220 volts 

Jacobs heavy duty chuck 

Heat treated alloy steel gears, 

Ball thrust bearing on spindlé. 

Armature mounted on high grade ball bearings. 

Automatic switch mounted on handle. 

Armored attachment plug. 

Aluminum housing efficiently ventilated. 

Pig-tail brushes (not usually found in drills of this size) 
Easily replaced from outside without taking tool apart. 

Grease lubrication throughout. 

8 feet best quality rubber covered cord furnished. 

Spindle offset for close boring --'%% in. from outside of housing 

Weight 5'4 lbs net. 

Overall length 12 in. 

Packed one ina heavy corrugated box. 


MILLERS FALLS COMPANY, Millers Falls, Mass. 


28 Warren Street 
New York 





MILLERS FALLS 
TOOLS 






9 So. Clinton Street 
Chicago 
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Good Demand for Hardware in Pittsburgh 


District—Prices Are Firm 


(fittsburch office of HARDWARE AGE) 


cent prices. 


EPORTS about hardware business in this district are some-| 
what mixed, but in the main indicate a continued good de- 


mand upon both jobbers and retailers. 


Jobbers who do a 


good deal of business with the coal company stores have been faring 
especially well in the past few weeks, due to the fact that the coal 
market is definitely stronger and operations are steadily expanding. 

This is the time of year when the industrial and domestic require- 
ments of coal ordinarily increase, but there is the additional factor 


this year of a good-sized export 


demand created by the continued 


suspension of British coal mines due to the labor troubles. 

This immediate district has not directly profited to any consider- 
able extent from the export demand except possibly in gas coal, but 
other districts which have been competing with the Pittsburgh dis- 
trict have been getting export business and, of course, this has les- 


sened competition for local mines. 


Seasonal hardware items all are 


moving well, with jobbers finding it very difficult to secure a suffi- 
cient supply of oak kegs, but otherwise meeting the demands upon 


them with comparative ease. 


Local jobbers are ignoring outside competition in the prices 
which they have announced in the past week on wire cloth. New 
prices have appeared on the Sherwood line of coaster wagons and 


show a decline. 
past week. No other important 


Domanco electric irons have been advanced in the 


price changes are observed. Col- 


lections are still fairly good in this area. 


BATTERIES.—Demand has lost some 
of its recent urgency and jobbers have 
with their 





been able to catch up or- 
ders, but battery business generally | 
still is regarded as good. 
Jobbers’ quotations to vetailers 
f.o.b. Pittsburgh 
Broken Unit 
Packages Packages 
No it: ..$1.05 $0.97 
No 164 .. rere 1.14 
No Perret 1.32 1.22 
No 766 eS 1.30 
No T67 2.62 2.44 
No = - Phe 2.44 
No Te skensesesse Ge 5.00 
No a sasveuwueee 42 oo 
 '* _, Serre 10) mi 
No. 6 dry cells, ignition type, unit 
packages, 32c. each; broken, S6c. 
Flashlight. No. 935, 9lac. each; No. 
950 10kKe No, 780, 22ce No. 705, 
Zit.,ec.: ‘No. 750. 18¢c.: No. iol, Zde. 
Hot Shot.—No. 1461, $1.70; No. 1662, 
$” 
BEV E R. AGE AND PRESERVING 
SUPPLIES.—Jobbers’ stocks of oak 


kegs are badly broken up and depleted, 
and with a continuing demand much 
difficulty is experienced in supplying 


it. Other items under this heading are 
moving very steadily. Jubbers quote: 
Bottles and Caps.—Quarts, $9.50 per 
gross; caps, 20c to 22c. per gross; 
stoppers, $2.25 pel dozen; cappers, 
$10.50 per dozen. 


in dozen 


Strainer Sets.—Fveready, 
j dozen: 


lots, strainer stand, $4 per 
strainer bag, $2 per doz.; filter bag, 
$4 per doz. 

Scales. Universal, No. 1021, $1.25; 
No. 11021, $1.55; No. 19221, $2.50; No. 
1621, 3.50. 


$8.80 per gross; 
$13.15 


Mason Jars.—Pints, 


quarts, $10.10; 2 quarts, 

Jar Rubbers.—Double lip red, 80c. 
per ross. 

Canning Racks.—No. 1, single jar, 
70c. per doz.; No. 2, 8 jar, $3.60 per 
doz.: jar wrench, 75c. per doz. 

Fruit Presses.—Enterprise, No. 6, 


3 at., 


$6.2 25 e ach: Juic y, $3.5 50 each; 
6 gt., $4.30; 12 qt., $6; Brighton, 2 qt., 

3 each: 4 qt., $4.50: 10 qt., $7. 

Cider Presses.—Eagle, single tub, 
$12.10 each, Kagle Junior, $24; Cant- 
clog, single tub, $14.85. 

“Meat Choppers. — Enterprise, No. 

$5.25 each; No. 29. $9: No. 32, $11. 

“Kraut and Slaw. Cutters.—Slaw 
cutters, Rapid, $3 per doz.; No. 625, 
$3.60: No. 626, $4.80; Kraut cutters, 
No. 672, $1.15 each: No. 673, $1.35. 

Oak Kegs.— 

ted wane White Oak 
Oak ak Sharred 

5 gallon ..... $1.30 $1. 15 2.40 
10 gallon ..... 1.75 1.90 2.80 
15 gallon ..... 2.00 2.15 3.15 
20 gallon 2.25 2.40 3.75 


BOLTS, NU TS AND RIVETS.—Job- 
bers report a steady demand for small 
lots at unchanged prices. The primary 
market in bolts and nuts is not as 
active as it was recently and price con- 
cessions are by no means unusual. 


We quote 
follows: 

Machine bolts, srnall rolled threads, 
50 and 10 per cent off list; all sizes 
cut threads, 50 per cent off list, car- 
riage bolts, small rolled threads 50 
per cent off list; all sizes cut threads, 
i5 per cent off list; stove bolts, 75 
and 10 per cent off list; tire bolts 40 
and 10 per cent off list; nuts, hot 
pressed, square, tapped, in 3 Ib. 
boxes, ‘4 in. 316 per 100; 5/16 in., 
$14; % in., $11: % in., $10; % in., $10; 
¥% in., $8: % in., $7. 50: rivets, small 
wagon and tinners, 60 per cent off 


list. 
CARPET SWEEPERS. — There 


out of jobbers’ stocks as 


is 

ers in this territory. Jobbers quote: 

Grand Rapids, japanned, $44 per 
$48; 


doz.: nickeled, Universal, $42: 
Standard $36. 


ons. 





a 
very steady demand for carpet sweep- 


COASTER WAGONS.—Lower prices 
are noted for Sherwood coaster wag- 
Other makes are holding at re- 











Fair demand is noted. 


Jobbers quote: 

Sherwood coasters, disc wheels, No. 
> No. 32, $6.10; No. 3!, 
Chummy Roadster, $3.75; 
American Red Flyer r, $5; Auto-whee!l, 
No. 60, 5; No. 462, $6; No. 463, $6.40: 
No. 464, $6.70. 


DOG MUZZLES.—Sales of this line 
are helped by the approach of the 
hunting season. Jobbers quote: 


Leather adjustable, $2.50 per 
doz.; %®-in., .60. 


ELECTRIC IRONS.—Prices of Doman- 


4 -in., 


co electric irons have been advanced 
25c. each. There has been no change 
in other makes. Jobbers quote: 
Thermax, No. 3905, $2.80 each; No. 
3902, $2.50; Universal, No. 9021, $3.35 
each; $3.10 in lots of six; No. 9070, 
$3.35; $3.10 in lots of six; No. 909, 
$4 each; $3.80 in lots of six: No. 
9191, $4.50 each; 34. 25 in lots of six: 


Lady Dover, $4.75 each; $4.41 in lots 
of five or more; Domanco, $3.50 each; 
$3. 25 in lots of ‘six: Americ an Beauty, 
$5.25 each; $4.95 in lots of six; Sun- 
beam, $5. 35 each; $5 in lots of six. 


GALVANIZED TUBS AND PAILS.— 
Seasonally good demand is noted for 
these items. Jobbers quote: 


12-qt., $2.50 per doz.: 
$2.85; tubs, No. 2, plain, $7.50 
doz.; No. 3, plain, $8.50; No. 22, 
wringer attachment, $8.25: No. 33 
with wringer attachment $9.50. 

GAME TRAPS.—This is the season for 

good sale of game traps and a good 


movement is reported by jobbers who 


Pails, 14-qt., 


quote: 

Coil spring No. 1, $1.28 per doz.; 
Victor, No. 1, $1.38; Triumph, No. 1, 
$1.38; jump, No. 1, $1.83; Gibbs, 2- 
trigger, $5 per doz.; single grip, No. 

1, $1.88; No. 2, $3.35; No. 3, $5.50; No. 
4, $6.70. 
GLASS AND PUTTY.—tThere is the 


good demand for these lines that there 
usually is at this time of year when 
so many people are tightening up their 
houses against cold weather. Glass 
prices are weak. Prices to retailers: 
Glass, single strength, A and B, 84 
per cent off list; double strength, A, 
84 per cent off list; B, 86 per cent off 
list; putty, $6.75 per 100 lb.; glazing 


points, 20c. per Ib. 
GUNS AND LOADED SHELLS.— 
Continued good movement of loaded 
shells is noted and there is a fair de- 
mand for shot guns. Jobbers here are 
showing two new models of Winchester 
rifles which are attracting some atten- 


tion. Jobbers quote: 

Shot Guns.—Double barrel, Ithaca 
field, hammerless, $30.50 each: No. 1, 
$38.30; No. 2, $46.55: Winchester re- 
peating, No. 97, hammer, $31.80: No. 
12 hammerless standard, $37.50; 


tournament, $56.85. 
Rifles.—W inchester 
$16.35 each: No. 57, 


No. 
target, 


56, sporting, 
$19.10. 


Loaded Shells.—Winchester, repeat- 
er, K-76-D, soft, $34.74 per 1000; 
chilled $36.85. 


HEATING ACCESSORIES.—Continued 
strong demand is noted for the various 
items under this heading. Jobbers 
quote: 


Asbestos.—Sheet mill board, 3/16- 

thick, 18 in. x 20 in., 18c. each: 
18 in. x 30 in., 27c.; 20 in. x 30 in., 
28c.; 22 x 30 in., 31c.: 24 x 30 in., 


Reading matter continued on page 76 
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The above photograph pictures the wide area covered by the Roberts Multiple Spray Sprinkler—giving the same results 


as expensive underground installation at small cost. 





We are an old concern in the manufacture of 
brass goods and water specialties. Last year 
we brought out the Portable Multiple Sprink- 
ler, illustrated herewith, to water large areas 
and which covers bushes, flowers and lawns 
with a fine mist like dew. 

Sales were surprising, considering the limited 
knowledge jobbers and dealers had of it. This 
item retails for $3.75, is quickly attached to 
ordinary garden hose, put up in attractive 
counter display boxes. Window and wall 
cards furnished. We would be glad to send 
descriptive data and discounts upon request. 


WANTED 
Responsible sales representatives calling on hard- 
ware jobbers and dealers. 


THE ROBERTS BRASS MFG. CO. 
DETROIT, MICHIGAN 








MULTIPLE 








Our first year’s success proves the 
sales value of this type sprinkler 





Type A Type B 


Put up in sets of three 
—one style “A” and 
two “B,” with 6 rubber 
washers. Same style 
heads as used in per- 
manent underground 
piping. A number of 
heads may be used. 





SPRINKLERS 
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35c. Fiber in %-lb. packages, $2.40 
per dozen %-lb. packages, $4.50. 

Coal Hods.—Japanned, 16-in., 
per dozen; 1l17-in., $3.60; galvanized, 
16-in., $4.65; 17-in., $5; 18-in., $5.50. 

Fire Shovels.—Stamped sheet steel 
japanned, flat handle, 50c. per doz.: 
round handled japanned, 60c. to 
$1.10; galvanized, $1.10. Never 
Break No. 10, $4.2 ‘25: No. 16, $4.60; 
No. 20, $4.80. 

Gas Connections.—Lead 12- in. 25c. 
eac h; 18-in., 30c.; 24-in., 37c.; 20- in. 
40c.: 36- -in., 45c. Flexible steel tubing, 
3-ft. lengths, 12c.; 4-ft., 15¢c.; 5-ft., 
18c.; 6-ft., 22c. C loth inse rted tubing, 
5c. per ft. 

Stove Boards. 
paper lined, 
$6.25 per 


- Wabash, square, 
crystallized, 18 x 18 in., 
dozen.; 24 x 24-in. 5 
6 x 26-in., $8: 28 x 28-in., $5.50; 
ox $0-in., $10.80; 32 x 32-in., 
5 x 35-in., $16.20; wood lined, 

illized, 24 x 24-in., $12.60; 26 x 26-in., 
15; 28 x 28-in., $18: 30 x 30-in., $20; 
3 xX 33-in. $24: 36 x 36-in 29. 

Stove Pipe and Elbows.—Polished 
blue nested stove pipe from Pitts- 
burgh warehouses, No. 28 gage. 6-in. 
$15 per 100 joints; elbows, $1.48 per 
dozen. Nickeled stove pipe, 4-in., 85c. 
per joint; elbows, 75c.; collars, 40c. 


LANTERNS.— 


2 
3 
3 
tz 

$ 
9 
o 


Steady call for lanterns 


for various purposes still is noted. 
Jobbers quote: 

Acetylene, No. 12, $4.50 each; sport, 
$5.50 per doz.; Dietz Monarch, $8 per 
doz.;: Junior, $8.50; Little Wizard, $9: 
Blizzard, $13: D- Lite, $13: dash, $14: 
Junior wagon, $17.25: standard rail- 


road, $8. 


OIL HEATERS.—Fairly good demand 
is reported for oil heaters and the ex- 
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jobbers are not yet in a position to an- 
nounce their resale prices. 


ROOFING PAPER.—Finishing of new 
houses and repairs to old ones are re- 
sponsible for the very steady demand 
for roofing paper. Jobbers quote: 


$1.40 per roll; medium, 
$2.20; Battleax, light, 
$1.20; medium, $1.45; heavy, $1.70; 
mineral surface, $2.30. 


SHOVELS.—Steady demand for shov- 
els is reported by jobbers here who 


Apex, light, 
$1.75; heavy, 


quote: 
(Class C, No. 2 polished, $12 per doz. 
Class B, $14; Class A, 5. 


SHEET METAL.—Prices are steady at 
recent levels with a good steady de- 
mand. 


We quote sheet copper at 
Ib. from jobbers’ stocks in 
300 or more and 27c. per Ib. in 
single sheets; sheet zinc, 13c. per Ib. 
in loose sheets, 12c. in 100-lb. casks: 
11.80c. in 300-lb. casks, and 11.80c. in 
600-lb. casks. 


SHEET STEEL. — Strength of the 
primary market finds full reflection in 
prices on shipments out of local ware- 
houses. There is a very steady de- 
mand. 


Prices out of Pittsburgh jobbers’ 
stocks: Galvanized flat, No. 24 gage, 
$4.95 base per 100 lb.; corrugated No. 
28 gage 2% in. $4.55 per square; one 
pass cold rolled black. No. 24 gage, 


23c. per 
lots of 
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each; 48 qt., $7.18 each; 49 qt., $8.54 
each; 52 qt. (Flat), $6. 96 each. Tur- 
~ {Standard Line gasoline-kerosene, 


$5.33 each; 14 pt., $5.76 each; 

32 a 6.53 each: 30 qt., $6.91 each: 
38 at., 5.76 each; 39 qt., $6.05 each; 
92 qt., $6.79 each: 94 qt., $7.42 each; 
105 qt., $4.88 each; 205 qt., $5.23 each. 
Dreadnaught, No. 38, $4. 75 each; 


$5; Clayton & ‘Lambert Co., 
No. 146, $4.20; No. 210, $5.40. 


WEATHER STRIP.—There is the us- 
ual increase in the demand common to 
this time of the year when the protec- 
tion of homes against cold weather be- 
gins to become active. Jobbers quote: 
Wood and felt, %-in., $1.80 per 100 


ft.; %-in., $3; cushion, all felt, ™%-in., 
$2.40; %-in., 80; %-in., $3.25; all 
rer Y%-in., $2.40; %4-in., $3.25; 1- 
in., . 


WIRE CLOTH.— Some jobbers here 
have announced resale prices for the 
coming year. They are higher than 
have been quoted in this territory by 
some outside jobbers, but lower on the 
black and bronze cloth than they were 
in the past season. Jobbers quote: 


Black, 12 mesh, $1.65 0 100 sq. 
_ Galvanized, 12 mes $2.25. 
Bronze, 14 mesh $5.50. 


WIRE PRODUCTS. — The situation 
shows no special change either as re- 
gards prices or demand. Orders gen- 
erally are small, but fairly numerous. 


We quote from Pittsburgh jobbers’ 
stocks: 





" . : . $4.20, base per 100 lb. Armco ingot a 
pectation ” that sales will increase iron galvanized flat, No. 24 gage, re a Ib.) Annealed Galvanized 
further with the advent of cooler $5.80; Toncan metal galvanized flat, No. 6 to 9 gage...... $3.00 45 
No. 24 gage, $5.80; all for lots of one " 10 "3 05 3.50 
weather. Jobbers quote: to nine bundles. + 7 eer en ee eee en 210 355 

Nesco, No. 12, $3.75 each; No. 15, ua " ae UE co eseevencense ME 3.65 
$4.75 each: No. 016, $5.50 each. Re- SLEDS.—There is still a fair move UC? <0 aieacdueliien 3 25 3.80 
liance, No. 20, $4.60 each; No. 30, $6 ment on advance orders but it is too of enone 3.35 4.00 
each. early for any movement into consump- EID ER oar eres seseivenn <7 oz 

PAINTING SUPPLIES.—Linseed oil tion. Jobbers quote: _ Barbe d wire (per 80-rod spool): 
and turpentine are both off from their Flexible Flyer No. 1, $3.75 each: 2m santo cecceceveescecccece ext 
recent prices but there has been no No. 2, $4.75; No. 3, $6; No. 4, $6.50, ee meas 779+ See es eee 3.20 
: : ; subject to de alers’ discount of 33% DOSTEE CRULIS wecesreresecesrseces 250 
change in lead and ready mixed paints. per cent; Lightning Guider, No. 19, S-pelet p> A ae ON ‘wereevens O56 

. . . ¢ . Y ’ 20, .20: N : 2 . ; ): - : “ 3 . , Ad deed teh 
Business is only fairly good. No aa By mat. as a Sy aw Field Woven Wire Fence (per 100 

Prices to retailers: . . ‘ rods) 

Ready mixed paints, best grades, SOLDER.—A strong market in pig tin ‘ie ht poe reece reseseoresseeseees et ce 
ite teal Wette oar poms. Ie is reflected in the price of solder which le WTTTTCIT TT Tit it . 
lots; 10 per cent less in lots of 500 Ib. has moved up to 44c. per lb. for half _ a bette eee e ener eee eeeeeees == 
or more and extra 4 per cent less > ‘uaa ~ + TBARS SERS, ' 
in lots of a ton or more; turpentine, and half from local warehouses. ee se eeee 0 ald lai 48.50 
1.06 per gal. in barrel lots; raw lin- Stee ence Posts: 
eoae bil, 12.4e. per Ib. in barrel lots. ce on ali a sag con- 4 + HCTF SECTORS CHOSE CUES HSN 9 ee 

. a inues for Ow tore es. O ers ote: ee eet Pee Pe ee Te eee er ooc, eac 

POULTRY NETTING.—Manufacturers ‘ ent thd i ne OM Ativeeedus wetensnxeeeteus 65c. each 
have not yet announced discounts and each: 46 qt. $6.53 each; 47 qt, $7.08 ee ae ee 
arittt tisn000tt TUTTE ETS TUTTE 
hy 4 
Onslaught of Deferred Payments 
Even the 


ree pe selling seems to be invading practically all walks of life. 


churches maintain an installment plan for financing their activities and paying the 


ministers’ salaries. 


Now, however, we learn that the courts the 


deferred payments. 


mselves are not immune to the onslaughts of 
Christ Kishauner of Union City, N. J., was recently arranged in the 


Police Courts after his automobile had struck a pedestrian. He was found guilty of as- 


sault and battery, and of driving a car without his ownership and license cards. The Judge 


fined him $25. 


“T haven’t the money,” the defendant said. 


you $5 a week out of my salary.” 


The Court immediately went into the installment business, 


cerned. 
by weekly payments. 


Also as becomes an amateur merchant, he neglected to charge interest. 


“IT have only $5, but I could pay 


so far as that fine was con- 
The Justice took the five, and opened a charge account for the balance to be settled 
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29" 


Console with Cone 
Loudspeaker 
Ready for Your Set 
and Batteries 


West of the 
Rockies $35 





























Rear view showing large 
compartment providing am- 
ple space for all batteries, 
battery charger or battery 
eliminator. ‘These are 
entirely concealed from 
view. The back is open 
for ventilation of batteries. 
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Mopet 200 
with 22-inch Cone 


MOobDeEL 200 
with 22-inch Cone 


17 















The Cone Loudspeaker, 
with its Spruce sounding 
board, is quickly and easily 
removable, allowing instant 
access to all batteries, bat 
tery eliminator or other 
equipment and wiring. 








A Revelation in 


Radio ‘Reproduction 


Ost Last —a cone loudspeaker that 
1, reproduces a// the tones as they 
are broadcast. From the deep voiced 
tuba of an orchestra to the softest note of 
a vocal solo—every tone —every sound is 
reproduced in all its beauty, just as it 


world of radio. When compared with 
the average cost of cone-type loud- 
speakers of even smaller size, the cost 
of the complete Windsor—cone loud- 
speaker, spruce sounding board, and 
console—is amazingly low. 





entered the microphone. 
% “4 


This 22-inch Windsor 
Cone Loudspeaker, with 
its spruce sounding board, 
will reproduce the sofest 
crooning lullaby in a 
softly lighted room, or 
the full throated march 
music of a band in an 
auditorium — both with 
perfect fidelity of sound 
and tone. 

The Windsor Cone 
Loudspeaker Console is 
the greatest value in the 








i 














Model 600 

With 16-inch Cone (Pat. applied for) 
This 20 by 17-inch Cone Loudspeaker 
Table has suspended from the underside 
of the top a 16-inch Windsor Cone Loud- 
speaker. Placed in any part of a room, 
it fills the room with music just as an in- 
verted electric lamp floods the room with 
light. Finished in Mahogany S 

or Walnut. Price ....cce ccs 19 

(West of Rockies, $23.00) 








* 
As a piece of furniture, 
the Windsor Cone Loud- 
speaker Console is of 
such manifest high qual- 
ity and attractive design as 
to be a welcome addition 
to any home. Finished 
in Mahogany or Walnut. 


% * 
The Windsor Cone and 
Horn Loudspeakers, 


combined with attractive 
pieces of furniture in 
many models beautifully 
finished in either walnut 
or mahogany, ofter 


recognized radio dealers a remarkable 
new field for largely increased sales 
and profits. ‘[he retail prices are un- 
usually low for loudspeakers of such 
outstanding perfection and the attractive 
furniture with which they are combined 
serves to enhance the value offered. 
% * 


Write or wire at once for illustrations 
and prices covering all models in the 
Windsor line, together with retail prices 
and the unusually liberal trade discounts. 
‘The extensive magazine and newspaper 
advertising campaign to appear this sea- 
son will send many radio enthusiasts into 
your store to see and hear this remark- 
able new line of cone and horn loud- 
speakers combined with fine furniture. 


Electrical Department 


WINDSOR FURNITURE COMPANY 
World’s Largest Manufacturers and Originators 
of Loudspeaker Consoles 
1422 Carroll Avenue Chicago, Illinois 

Los Angeles Branch—917 Maple Avenue _ 
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Weather Hampers New England 'Trade— 
Collections Appear to Be Favorable 


(Boston office of HARDWARE AGE) 


KATHER conditions the past week were not conducive to 


good business in most sections of New England. 


It was cold 


and overcast, with frequent but not heavy showers, the 
combination tending to slow up outside work of all kinds. 
susiness with the average retail dealer for September, however, 
was considerably in excess of August’s final figures, and there is 
nothing which indicates October will not show still another gain. 
In connection with the retail hardware business it is interesting to 
note that very few new concerns have been started the past two 


months. 


Local jobbers say there are numerous people considering 


going into the hardware business, but they are slow in selecting 
locations and in placing stock orders. 
Although the retail business has been less active the past week, 


jobbers’ bookings have held up remarkably well. 


According to them 


there is a growing inclination among retail dealers to cover on fu- 


tures, but the improvement in this respect is slight. 


It is probable 


that most retail dealers will put off buying holiday goods until the 


last minute, just as they did last year. 


The strength of the jobbing 


market today rests on the fact that staple lines of hardware are 


moving the best. 


The comparative stability of prices for staple 


things unquestionably has helped to stimulate retail buying. The 
conservative buying by retailers is another big bull card, as is the 


well-balanced average retail stock. 


Collections, as the month went 


out, took a little spurt, and so far this month many dealers have 


paid their bills promptly. 


The liquid condition of retail accounts 


with jobbers is another outstanding feature in the retail hardware 


situation. 


AUTOMOBILE 

There has been a 
rounds that a reduction 
tires and tubes is in the making. 
cal jobbers have 
a change in prices, however. As a mat- 
ter of fact, the last word received from 
manufacturers is that they cannot see 


rumor going 


how prices can change before the first | 


of the new year, if then. 


BARROWS.—Manufacturers of leading 
nounced there would be no change in 
prices for 1927. Jobbers here are mak- 
ing that announcement to the retail 
trade. 


We quote 
stocks: 

Barrows.—Garden, 
wood wheel, $5.75 each net: No. 4 
steel wheel, $5.50; No. 5, wood wheel, 
$6.25, No. 5 steel ‘wheel, $6. 


BATTERIES.—The demand for radio 
batteries is fairly sweeping jobbers off 
their feet. Nothing like it has ever 
before been known. It is very appar- 


from Boston jobbers’ 


standard, No. 4, 


ent the retail hardware dealer is get- | 
ting his full share of the radio battery | 


business, keen competition notwith- 
standing. One local jobber has just 
ordered a full car of B batteries, an un- 
usually large amount to take in at one 
time. 

CARVERS. -Thanksgiving de- 
mand for carvers has set in. There is 
a good volume of buying for current re- 


ACCESSORIES = tail dealers’ 
the | 
™ a | good assortment this fall. 


had no intimation of | 





. - 


The aver- 
carry a 


needs as well. 


age retail store is to, or will, 


We quote from Boston jobbers’ 
stocks: 
Carvers.—Standard makes, 


$7.50 per set net, 
CEMENT.—With the cooler weather 
° / 
has sprung up a lively demand for cer- 
tain items coming under this heading. 


$1.70 to 


Stove lining is especially active at the 
| moment. 
makes of garden barrows recently an- | 


We quote from Boston jobbers’ 
stocks: 
Stove Lining.—Rutland, No. 3, $2.16 
per doz.; No. 6, $3.60; No. 10, $5.04. 
Patching Plaster.._No. 3, $1.80 per 


doz.: No. 6, $3. No. 10, $4.20; No. 


1h 
$1.80 per doz.: 
20: No. 5, $6. 
—Blac k, in 1- lb. 
in 5-lb. cans, 7c. 


$6. 
Crack Filler. a 
No. 2, $3: No. 3, $4. 

Furnace Cement.- 
cans, 9c. per Ib.; 
per Ib. 

Roofing Cement. 
per Ib.; in 3-Ib. 
in 5-lIb. cans, 12c. 

Iron Cement.—-In 
$14.40 per goss. 

Liquid Roof 
containers, $1.20. 
Pipe Joint Cement.—in 1-lb. pack- 


ages, 20c. 

CHRISTMAS TREE ACCESSORIES. 
The tide of retail buying of Christ- 

mas tree accessories is rising. As a 

matter of fact, bookings by jobbers to 

date are well ahead of last year. Last 

year, it will be recalled, was one of 

the largest seasons on record. 

Boston jobbers’ 


In 1-lb. cans, 15c. 
cans, 13c. per Ib.; 
per Ib. 

3%-oz. packages, 


Cement.—In gallon 


We quote from 


stocks: 
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Christmas Tree Holders.—-Standard 
makes, $6 per doz. net. 

Electrical Lighting Outfits.—No. &4, 
eight bulbs, Mazda, $1.45 net per out- 
fit; No. 8008, carbon, 90c.; No. ISSF 
fancy bulbs, $1.40. 

Stars.—-No. 302, 
ten, 164c. each net; 
more, lbe. 

Refiectors.—No. 305, 
than ten, 4c. each net; in 
100, 3%. 

CLOCKS.—The return from daylight 
saving to standard time has speeded 
up somewhat the movement of clocks 
out of jobbers’ stocks. In contrast 
with some recent years, the jobbers are 
prepared to fill all orders. Prices are 


reported as firm and unchanged. 


HEATERS.—The season for heaters 
officially opened Oct. 1. Jobbers antic- 
ipate business will steadily increase 
from now on. They are considerably 
ahead of last year on sales, for quite 
a number of retail dealers placed their 
business before Oct. 1. 
We quote 
stocks: 
Heaters.—FElectric, Universal, re- 
flector type, No. 9927, $3.80 each net; 
No. 9953, $4.50; No. 9955, $4.85; No, 
9954, $b. Assortment Nos. 1 4 


in lots of less than 
in lots of ten or 


in lots of less 
lots of 


from Boston jobbers’ 


and 2, 
of three each, $9.50 net the set. Po- 
lar Cub, No. B90, in lots of less than 
12, °° each net; in lots of 12 or 
more, $2.75 each net. Portable fur- 
nace, Utica, round, upright, $10 each 


list: discount on lots of less than 3, 
30 per cent, 


on lots of three to five, 
33% per cent, on lots of six or more, 
35 per cent discount. 
off a 


RADIO SETS.—Boston pulled 
mighty interesting and successful ra- 
dio show the past week. It helped ma- 
terially in spurring people on who con- 
templated buying sets. Naturally the 
retail hardware dealer has had a great- 
er call for sets, and the jobber, in turn, 
is coming in for his share of the bet- 
ter business. 


SCREWS.—Jobbers have reduced wood 
screws about 10 per cent. They are 
now quoting 20 and 10 per cent be- 
yond print. 


SHOVELS.—Real cool weather has re- 
sulted in many furnaces and heaters 
being started up for the fall and win- 
ter. This means that furnace shovels 
and scoops are beginning to move out 
of retail stocks. Those retail dealers 
who previously did not cover their re- 
quirements are doing so now. Some 
of the orders specify “urgent deliv- 
ery,’ indicating the retail dealer in 
such instances was caught short of 
stock. 


We quote 
stocks: 

Shovels. 
$11.51 per 


Boston jobbers’ 
~— Howard, black, 
doz. net: fourth grade, 
polished, No. 2 $13.09; No. 3, $13.52; 
extra d-handle, No. 2, $14.34: No. 3, 
Sec ond grade, polished, No. 
4.67; r¥ 3, $15 20. Blair, pol- 
ished, No. 2, $16.25. Ames, polished, 
No. 2, $19.54; No. 3, $20.07, d-handle, 
$20.79. 
Scoops.—John Carr, No. 2, $15.33 
er doz. net; No. 3, $15.86: No. 4, 
16.38; No. 5, $16.91; No. 6, $17.44: 
No. 7, $17.96; black, No. 4, $14.80: 
No. 5, $15.33; No. 6, $15.86. Ames, 


from 


No. 2, 
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The Engineering Labora- 
tory of Good Housekeeping 
Institute uses all the neces- 
sary instruments for mak- 
ing scientific tests of house- 
hold equipment. In cases 
where ordinary laboratory 
resources are inadequate, 
the Institute engineers have 
developed special appara- 
tus. The air movement 
through a vacuum cleaner 
is measured by special ap- 
pavatus developed at the 


Institute, as shown above, 
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OOD HOUSEKEEPING INSTITUTE its a 


service for women in the home. 


The Institute makes scientific and practical tests of 


household devices and appliances, for their guid- 


ance and protection. ; 


Articles that pass these tests are entitled to carry 
the Institute’s Seal showing that they have been 
Tested and Approved by Good Housekeeping 


Institute. 


The Seal of Approval ‘is a most effective aid in 
selling household equipment. Millions of women 


know the Seal and what it means. 


«About Good Housekeeping Institute” ts a booklet 
telling you how you can take advantage of this 
selling help. It is free. Write for tt. 


GOOD HOUSEKEEPING 


119 WEST 40th ST. 


NEW YORK 
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poiished, No. 2, $20.20; No. 3, $20.72 
No. 4, $21.25; ‘No. 5, $21.78; No. 6, 
$22.30; No. 7, $22.83. 


STORM WINDOW FASTS.—tThe cool- 
er weather likewise has started people 
putting on storm windows and has cre- 
ated a real demand for fasts, 
etc. Retail dealers are rushing in or- 
ders for such merchandise. 


We quote 
stocks: 

Fasts.— Storm window, Merrills, 
galvanized, $6.75 per doz. sets; Dol- 
ber, $1.25 per single doz. 


from Boston jobbers’ 


Hangers.—Stanley line No. 1716, 
$11.25 net per gross sets; No. 1728Z, 


$6.30 per doz. net. 
STOVE BOARDS.—Another item that 
is selling better as a result of weather 
conditions is the stove board. The de- 
mand ‘from retail dealers serving the 
so-called country trade is especially 
good, report jobbers. 


We quote from Boston jobbers’ 

stocks: 
Stove Boards.—Paper lined, No. 9 
$9.88 per doz. net: 


square, 28 x 28-in., 
30 x 30-in., $11.60; 32 x 32-in., $13.75. 


Wood lined, No. 3 square, 28 x 28-in., 

$18.50; 30 x 30-in., $21.50; 33 x 33-in., 

$25.25. 
TRAPS.—Jobbers have had additional 
success in rounding up game trap or- 
ders. It looks very much, they say, 
as though sales would be in excess of 
those for last year, every indication 
being that the average retail dealer 
allowed his stocks to get down close 
tc the zero mark. 


We quote from Boston jobbers’ 
stocks: 
Traps.—Game, Blake; 


, steel, with 
chain, single spring, No. 


O, $1.74 per 


hangers, 
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doz. net; No. 1, $2; No. aed a. 07. 
Double spring, ‘No. 2 $4.80 3, 
$3.67; No. 4, $8. Gibbs line, cme ie 
ger, $5 per ” doz.; ; single grip, No. 1, 
$1.88; No. 2, $3.35; No. 3, $5.50; No. 
a $6.70. Freight is allowed on barrel 
ots. 

Mouse.—Sure Catch, 20c. per doz. 
net; wood, four-hole, $1; Clipper, 
wire, $4.68; thumb set, 60c. 

Rat.—Sure Catch, 90c. per doz. net; 
Star, $2.80; Acme, wire, $6.50; foot 
set, ‘$1. 75; Buffalo Bill 84c. 


WASHING MACHINES. — Washing 
machine business is looking up. 


It is 
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One, $1.67; Eclipse, $2.17; Midget, 
$2.50; Wrist, $2.67. New Haven line, 
Tip-Top, plain, $1 each net, radium, 

- Tip-Top wrist, plain, $2.29, 
radium, $2.62. New Haven, 95c. 
Sports timer, $1.65. 


WEATHER STRIP.—Although many 
retail dealers covered their weather 
strip requirements some time back, the 
real buying movement, it may be said, 
has just started. The recent cool 
weather has done more to liven up re- 
tail buying than anything else. 


by no means active, but local jobbers 
sold more the past week than they did 
during the previous fortnight. The 
washing problem is growing more and 
more serious for the housewife each 
day, and it ought to be easy for the 
retail hardware dealer to interest her 
in a washing machine. 


We quote from Boston jobbers’ 
stocks: 

Washing Machines. — Voos, sea 
wave, $99 each list; No. E25, Dollie 
type, $94 each list. Discount 33% 
per cent. Horton line, No. 40, cop- 
per, $112 each net; white enameled, 
$119; No. 34, $92.75; No. 33, $63. 

lroners.—Horton line, No. 3, gas 
heater, $101.50 each net; electric 
heater, $108.50. 


WATCHES. — Watches are selling 
“like hotcakes,” according to one local 
jobbing house. Other jobbers are not 
quite as expressive, but they admit 
business is excellent. 


We quote from Boston jobbers’ 
stocks: 

Watches.—Ingersol line, plain dials, 
$1.02 each net; Eclipse, $1.67; Junior, 
$2.17; Midget, $2.17; Wrist, $2.33. With 





radiolite dials Yankee $1.50; Two in 


WINDOW GLASS.—Jobbers, 
ing the receipt of new lists from the 
leading producers, have advanced win- 
dow glass approximately 10 per cent. 
New prices follow: 





We quote from Boston jobbers’ 
stocks: 

Flexible Weather Strip — Victor, 
No. 2, $2.40 per 100 ft. net; No. 3, 
$2.80; No. 4, $3.20. Bosley’s weather 
strip felt, clincher double contact, 
for upper sash, 5c. per ft. list; for 
lower sash, 5c.; for doors %-in., 
7c.; l-in., 10¢c.; 1%-in., 12c. Dis- 
count for full bundles, 65 per cent 
Wood, felt edge, 65 and 10 per cent 
discount in full bundles. Spring bot- 
tom strips, rubber edge, 30-in., 
per doz.- net; 36-in., $5; 42-in., $5.65. 


We quote from Boston jobbers’ 
stocks: 

Window Glass. — Single, 25-in. 
bracket, A, 87 and 5 per cent dis- 
count; 30 and 40-in. bracket, 85 and 
5 per cent discount; 50-in. —_ larger, 
84 and 5 per cent discount. 25-in. 
bracket, 89 and 5 per cent area 
30 and 40-in. bracket 88 and 5 per 
cent discount; 50-in. and larger, 86 
and 5 per cent discount. Double, all 
sizes, A, 82 per cent discount; B, 84 
per cent discount. 

Lights.—A, 82 per cent discount; B, 
84 per cent discount. 





follow- 





There Should Be No ‘‘ain’t’ 


AINT is one of the most profitable lines handled 
Pp by retail hardware dealers. It is possible that a 
bigger percentage of profit is made on some other 
lines (although the profit on paint is not to be scoffed 
at) but usually they are lines that do not turn as 
frequently as paint. When we say that paint is one 
of the dealer’s most profitable lines, we take the 
turnover into consideration, of course. 

A general statement such as the first one in the 
preceding paragraph needs further qualification. It 
should be said that paint is one of the most profitable 
lines handled by SOME dealers. Others don’t make 
half as much out of the line as they should, not be- 
cause they don’t get a good price for what they sell 
but because they carry too large. stocks and don’t 
turn them often enough. 

Few business men have sales opportunities such 
as those enjoyed by the dealer handling paint. When- 
ever a man builds any kind of a new structure, he 
certainly NEEDS paint for it. 

When a man goes to a tailor to buy a new suit of 
clothes, he doesn’t go to another tailor for the but- 
tons and lining. When a man buys an automobile, 
he doesn’t go to some other dealer to get his accesso- 
ries. No, the tailor and the automobile dealer ren- 
der a complete service. And there is no reason why 
the hardware dealer who sells paint should not ren- 
der a similar service and sell the paint for the new 
structures for which he supplies the hardware. In 


in Paint 


fact, if he DOES NOT sell the paint, he is letting a 
nice lot of business get away from him—business that 
he should get. 

But there are wonderful opportunities for selling 
paint to prospects that any hardware dealer can find 
—prospects who have not bought any recently. They 
are the home owners whose old homes and barns are 
sadly in need of new surface protection. Here, too, 
the man who handles paint “has it on” many other 
merchants. You would feel insulted if some shoe 
merchant would stop you on the street and tell you 
you needed a new pair of shoes; or if a clothier 
stopped you and told you you needed a new suit of 
clothes; or if a dentist called on you and told you 
vour teeth were in a deplorable condition. You would 
resent such solicitation. Those business and profes- 
sional men can tell from your appearances that you 
need the things or the service they have to sell. But 
they have to wait for you to come to their store. 

But do you have to wait for paint customers? In- 
deed you do hot. You never insult anyone by telling 
them their house should have a new coat of paint. 
Try it and see. You can approach your prospects 
without offending them. And your prospects are so 
evident. You can see them on every street in your 
town or on every country road. 

Why shouldn’t the hardware dealer have a GOOD 
paint business? It must be because he fails to grasp 
the wonderful opportunities that are his. 


Reading matter continued on page 82 
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American Steel & Wire 
Company 


Fences are Easier to Sell 


There are definite reasons why dealers find it easier to sell fences made by the 
American Steel and Wire Company. 








a. Repu ation. For more than twenty-six years farmers have used our fences 
—with good results. 

2. Our liberal guarantee—covering length, weight, strength and service— con- 
vinces even those who are not “fence wise.’ 
Our warehouses are strategically located, protecting the dealer against 
pet a sale where unusually large quantities of fencing are wanted 
quickly. 

4. Our national advertising is constantly telling the story of American Stee) 
& Wire Company products to farmers everywhere. 








Write today for complete information, including details of our merchandising 
policies. 





Zine insulated | 
AMERICAN, ROYAL, ANTHONY 


U. S. NATIONAL, MONITOR 
| and PRAIRIE 


SALES OFFICES 





CHICAGO. .208 S. LaSalle St. ST. LOUIS...... 506 Olive St. NEW YORK....30 Church St. WORCESTER....94 Grove St. DALLAS..... Praetorian Bidg. 
CLEVELAND, Rockefeller Bidg. KANSAS CITY. d17 Grand Ave. BOSTON....185 Franklin St. BALTIMORE, 32 S. Charles St. 
DETROIT... .Foot of First St. First Nat. Bank Bldg. PITTSBURGH... .Frick Bidg. DENVER, First Nat. Bk. Bidg. 
CINCINNATI, Union Tr. Bldg. BIRMINGHAM PHILADELPHIA BUFFALO..... 670 Ellicott St. 
MINNEAPOLIS-ST. PAUL ene, Se ie Widener Bldg. WILKES-BARRE SALT LAKE CITY 

Mechts. Nat Bk. Bidg., St. Paul Union and Planters Bk. Bidg. ATLANTA ...101 Marietta St. Miners Bk. Bldg. Walker Bk. Bidg. 


UNITED STATES STEEL PRODUCTS COMPANY, San Francisco, Los Angeles, Portland, Seattle 


Export Representatives: U. S. Steel Products Co., New York 
Pacific Coast Representative: U. S. Steel Products Co. 
San Francisco, Los Angeles, Portland, Seattle 


AMERICAN STEEL & WIRE 


Company 
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Trade Follows Weather in Northwest— 
Prices Show but Few Minor Changes 


(Minneapolis office of HARDWARE AGE) 
HE farmer, upon whom the Northwest tributary to the Twin 
Cities depends, is having a difficult time of it, to say the least. 
Dry weather in the spring, wet weather in late August and in 
September, and other adverse conditions, have made life disagree- 
able to him. 

The late rains are preventing threshing, and have already pre- 
vented by lack of dry, warm weather the ripening or “setting” of the 
kernels of corn in the ear. First frosts have hit, and hit hard at 
many points. All of this means that, while the crops are by no 
means a failure in the Northwest, there is a certain percentage of 
the crops that have not turned out well. 

Bank deposits are slightly higher than they were, but the increase 
is more slow to develop than a year ago. Interest rates are firmer, 
and are advancing slightly. Prices are very steady, showing but a 
few minor changes. 





AXES.—Demand is gaining with the ——' Stocks are ja ‘filled, with 
advent of cooler weather. Stocks are prices steady. 


well filled, with prices unchanged. We quote from jobbers’ stocks, 

We quote from jobbers’ stocks. f.o.b. Twin Cities: Japanned open 

f.o.b. Twin Cities: Single bit base coal a , 17 oa 3 ‘1 $4. go." Ps = 

weight axes at 16 per dozen and ji +“ innea@ runne n., n , 
P oe at we OD ae nr $5.25: galvanized open, 17 in., $5.25; 


double bit base weight axes at $21.50; 
Plumb’s Dreadnaught unhandled | 18 in., $5.80; Re funnel, 17 
single bit, $14.50; double bit, $19.50; in., $5.80; 18 , $6.70 per dozen net. 


$24.25 dos. net. BA ES TROU om, CONDUCTOR PIPE 
BALE TIES.—Call for bale ties is be- AND ELBOWS.—Demand has been 
ginning to show, although the short hay | Very good, with stocks ample for the 
crop in this section will probably re- call. Prices have not changed. 
duce the demand this year. Stocks are | , We quote from dip joint —— 
. . , OD, in es: -s » & zie 
well filled, with no price change. | bead, 28 ga. eaves trough at $5.50 per 
'@ jobbers’ stoc 100 ft.; 28 ga. 3-in. conductor pipe at 
We quote from jobber: stocks, | $5.40 per 100 ft. and 28 ga. 3-in. el- 
| 


f.o.b. Twin Cities: Single loop bale ie 
ties, 9% x 14, $1.54; 914 x 15, $1.37 bows at $1.73 per dozen net. 


9h “tear: $1.57 per bundle. FIELD FENCE.—Call is fair, with 

BOLTS.—Market on bolts is steady, | stocks well filled. Rains have pre- 

with demand fair. Stocks are well | vented the usual speed in farm work, 

filled. and fence work has been delayed. 
We quote from jobbers’ stocks, | Prices show no change. 


fob. Twin Cities: Carriage bolts at 
i744 per cent; machine bolts at 50-5 
per cent: stove bolts at 75 per cent 
and lag screws at 55 per cent from 
lists 


BRADS.—Sales are fair, with no great | portion. 
demand showing. Stocks are ample for | FI[,.ES.—Demand is steady, with stocks 


i 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 26-in. 10-ga. top 
and bottom 2\44-ga. intermediate 
| type of fence at $30.04 per 100 rods, 
with other sizes and weights in pro- 
' 


; ‘¢ , “1 mw ‘ rns . . 
the call. Prices have not changed. well assorted. Prices have not changed. 
We quote from jobbers’ stocks, W ‘ r j ‘s’ stocks 
— ae e quote from jobbers’ stocks, 
0.0. Twin atte is: Wire oe ads in 2- | fo.b. Twin Cities: Best grade files 
lb, boxes at 75 per cent from list at 50 per cent and second grade files 


BUILDERS’ HARDWARE.—Construc- | at 60 per cent from lists. 

tion work has been hampered to some |GALVANIZED WARE.—Demand for 
extent by the continuous rains, but | ash cans, garbage cans and other arti- 
there has been a fair sale of finishing | cles of a similar nature is developing. 
hardware. Small home building is Stocks are well filled, with prices firm. 


holding its own in the larger cities. We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard No. 1 


CARPET SWEEPERS.—Demand is| __ galvanized tubs at $7.50; No. 2, $8.25; 
No. 3, $9.45; heavy tubs: No. 1, 


steady, though there are no outstand- | $12.60; No. 2, $13.80: No. 3, $15: Stand- 
ing features in the market. Stocks are ' ard 10-qt. pails, $2.70; 12-qt., $3.05; 
. . a ot . ‘ . 15-qt., $3.40: stock pails, 16-qt., $5, 
ample for the call, with prices firm. and 18-at.. $5.50 per dozen net. 


We quote frem jobbers’ stocks, GLASS AND PUTTY.—The public is 


f.o.b. Twin Cities: Carpet sweepers, 


American Queen, $54; Elite, $60: waking up to the need of storm sash, 
Grand Rapids, japanned, $44; Grand : 
Rapids nickeled $48; Grand sweeper, and glass and putty are very much in 
17 in., $60; Parlor Queen, $56; Prin- demand. Stocks have been filled rapid- 
cess, $50; Universal, nickeled, $46; , 
japanned, $42 per doz. net. ly lately and prices are firm. 
, ‘ all We quote from jobbers’ stocks, 
COAL HODS.—Sales are beginning to | f.o.b. Twin Cities: Minn. prices, sin- 
increase in this line. Coal wagons _ gle strength glass, 83 per cent; double 
same weil ace etalon | strength, 85 per cent, and strictly 
have been very busy lately, and stoves | pure putty in 50-lb. drums at $4.85 


and accessories are very much in de-!  ewt. net. 








HAMMERS AND HATCHETS.—Call 
for small tools is steady, though not 
particularly heavy. Stocks are ample 
for the call, with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Maydole, No. 11% 
nail hammers, $12.60; Plumb No. HF- 
81, $12; Riverside, No. 611%, $12; 
Plumb Broad, No. 2 hatchet, $16.40; 
No. 2 shingling, $12.50; No. 2 claw, 
$13.75 per dozen net. 


ICE CREAM FREEZERS.—Demand is 
light, tending toward the regular win- 
ter demand, which is far from heavy. 
Stocks are being graded down accord- 
ingly. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: 

a Freezers.—1 qt., $2.25 each; 
2 $3.45 each; 3 qt., $4. 10 each; 4 
Frey $5 each; 6 qt., $6.30 each; 8 qt., 
$8.20 each; 10 qt., $10.75 each; 12 qt., 
$14 each; 15 qt., $17 each, and 20 qt., 
$21.50 each. These are list prices 
which are subject to a dealer's dis- 
count of 20 and 10 per cent. 

Alaska Grey Goose Freezers.—1 qt., 
et each; 2 qt., $3.90 each; 3 qt., 
4.65 each; 4 qt., $5.70 each; 6 qt., 
$7.25 each; 8 qt., $9.35 each; 10 qt., 
$12.50 each. These are list prices 
which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 

White Mountain Freezers.—2 at., 

5.65 each; 3 qt., $6.75 each; 4 qt., 
8.25 each; 6 qt., $10.45 each; 8 qt., 
$13.50 each, and 10 qt., $18 each. 
These are list prices and are subject 
to a dealers’ discount of 50 per cent. 

Auto-Vacuum Freezers. — No. 1 
$3.30 net; No. 2, $4 net; No. 3, $5.33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
33% per cent off list. 

Acme Freezers.—bBPright, galvanized, 
tapered, 2 qt., $8 per dozen; same 
size, ename led- galvanized, $10 per 
dozen; 4-qt. size, enameled- galvan- 
ized, $18 per dozen, and 1-qt. size, 
Junior, enameled, $4.80 per dozen. 
These are net prices to dealers. 

Arctic Freezers.-—-1 qt., $4; 2 qt., 
$4.60; 3 qt., $5.55; 4 qt., $6.80; 6 qt., 
$8.60; 8 qt., $11.10; 10 qt., $14.80; 12 
qt., $16.65; 15 qt., $23.30. These are 
list prices. Jobbers quote dealers’ 
discount of 50 per cent off this list. 


LANTERNS.—Call for lanterns is in- 
creasing, and stocks are being filled to 
meet the demand. Prices have not 


changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Long or short 
globe tubular lanterns, $13 per doz. 
net 


MILK CANS.—Demand is steady and 
fairly good. Stocks are well filled, 
with prices firm. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Railroad 5-gal. 
milk cans at $2.65 each; 8-gal. at 
$3.15 each, and 10-gal. at $3.25 each 
net. 


| NAILS.—The nail market is good, 


though not as heavy as had been ex- 
pected this fall. Stocks are well as- 
sorted, with dealers buying cautiously. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Standard wire 
nails, and cement coated wire nails 
in 100-Ilb. kegs, at $3.25 per keg base. 


PAINTS AND WHITE LEAD.—There 
is still a period of several weeks in 
which outside painting can be done and 
with the best of results. Dealers are 
anticipating a good trade and are keep- 
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ing their stocks well assorted. Prices 
show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: First grade house 
paint at $2.80 per gallon, in 1 gallon 
cans, and white lead in 100-lb. con- 
tainers at $13.84 cwt. net. 


PUMPS.—Demand for pumps contin- 
ues to be good, with stocks in ample 
supply to meet the call. Prices have 
not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Deming, No. 440, 
plain spout windmill force pumps, 


6-in. stroke, $6.85; adjustable stroke, 
$7.50; No. 495, underground discharge 
windmill force, adjustable’ stroke, 
$14.35; No. 415, $14.65; No. 403, hand 
lift, 6-in. stroke, $4.25; No. 182 hand 
lift, 6-in. stroke 6-ft. set length, 
$5.25 each net. 


PYREX OVENWARE.—Call for oven- 
ware is increasing with the cooler 
weather. Stocks are being filled for the 
demand, with prices showing firmness. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: No. 623 ws pe ms 
$1.17; No. 633 casseroles, $1.1 No. 
209 pie plates, 50c.; No. 210 pie plates, 
67c.; No, 212 bread pans, 60c.; No 
231 utility pans, 67c.; No. 12 tea. pots, 
$1.67; No. 24 tea pots, $2, and No. 36 
tea pots, $2.33 each net. 
REGISTERS.—Sales are fairly good, 
though not so heavy as had been antici- 
pated for this year. Stocks are well 
filled, with prices unchanged. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Wrought steel 
registers at 40 per cent from lists. 


ROPE.—Demand is steady and fair. 


Stocks are ample for the call, with 
prices unchanged. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: Best grade manila 
rope at 24%c. lb. base, and best 
grade sisal rope at 18c. per Ib. base. 


SANDPAPER.—The market is fairly 
good, with steady demand, and good 
stocks on hand. Prices are unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade No. 1 
sandpaper at $5.10 per ream; second 
grade No. 1, $4.70 per ream and gar- 
net No. 1, $16.75 per ream. 


SASH CORD AND WEIGHTS.—Call 
for these building accessories is fair, 
with stocks well filled. Prices are un- 
changed. 
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We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Best grade sash 
cord at 73c. lb. and second grade at 
37l%4c. Ib.; cast-iron sash weights at 


$2.10 cwt., net. 
SCREWS.—Demand is steady and fair- 
ly good. Stocks are well assorted. 
Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Flat head bright 
wood screws at 80-20 per cent; flat 


head, japanned, 72%-10 per cent; 
round head blued, 77%-10 per cent; 
flat head, brass, 77%-10 per cent; 


round head, brass, 75-10 per cent from 
lists. 


SOLDER.—Demand is fair, with ample 
stocks from which to draw. Prices 
have again advanced. 


We quote from jobbers’ 
f.o.b. Twin Cities: Warranted half 
and half solder at 45%4c. Ib., and 
strictly half and half solder at 44'4c. 
lb., net. 


STEEL GAME TRAPS.—Retail de- 
mand has not yet begun to any great 
extent. Dealers have their’ stocks 
ready for the call. Prices have not 
changed. 


We quote from jobbers’ 
f.o.b. Twin Cities: Victor’ traps, 
No. 0, $1.10; No. 1, $1.38; No. 1%, 
$2.44; No. 2, $3.36; Oneida jump, No. 
0, $1.59; No. 1, $1.83; No. 1%, $2.81 
per doz. net. 

tibbs ‘“‘Two Trigger’’ traps, $5. 
Single yy : No. 1, $1.88; No. 2, $3. 38: 

. 8, $5.50; No. 4, $6. 70 doz., net, 
a b. factory, with freight allowed in 
barrel lots. 


STEEL SHEETS.—Call is steady and 
fairly good; stocks are ample for the 


stocks. 


stocks, 


demand. Prices show no _ further 
changes. 
We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Galvanized steel 
Sheets at $5.15 ecwt. base (24 ga.), 


and black steel sheets, $4.30 cwt. base 
(24 ga.). 


STOVE BOARDS.—Demand has _in- 
creased in the last week at a very rapid 


rate. Stocks are well filled. Prices 
are steady and unchanged. 
We quote from jobbers’ stocks, 


f.o.b. Twin Cities: oe stove 
boards, 28 x 28, $15.75; 30 x 30, $18.25; 
and 36 x 36, $25. 40 id dozen, net. 


STOVE PIPE AND ELBOWS.—De- 


mand has been rapidly increased, with 


Societies for Praise 
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stocks ready for the heavy call. Prices 
on stove pipe have been advanced 


slightly. 


We quote from 
f.o.b. Twin Cities: Uniform blued 28 
ga. 6-in. stove pipe, knocked down, 
at $13.60 per 100, and common iron 
6-in. corrugated elbows, $1.30; adjust- 
elbows, $2.05 


jobbers’ stocks, 


able charcoal iron, 6-in. 
doz. net. 


STOVE SHOVELS.—Call for stove 
shovels is beginning. Stocks are well 
filled, with prices unchanged. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Japanned, 14%-in. 
stove shovels 50c.; japanned Jumbo 
21% in., $1.55; japanned Jumbo Jr., 14 
in., 85c. doz. net. 


TIN.—Call for tin is fair, with wet 


weather aiding in the demand. Prices 
have not changed. 

We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Furnace coke, ICL 
20 x 28 tin at $14.50, and IC, 20 x 23, 
8-lb. coating roofing tin at $15.25 per 
box. 


TORCHES.—tThere is a fair demand 


for torches, with stocks well filled. 
Prices have not changed. 
We quote from jobbers’ stocks, 
goes Twin Cities: Turner Master 


Line, No. 43, qt., BE No. 45, qt., 
$6.53; No. 47, qt., $7.08; No. 48, qt., 
‘$7.48; No. 49, qt., $8.54; No. 52, at. 
(flat), $6.96 each. Turner Standard 
Line, No. 8, qt., $5.35; No. 14, qt., 


$5.76; No. 22, qt., ao 76: No. 30, qt., 
$6.91; No. 38, qt., $5.76; No. 39, qt., 
$6.05; No. 92, = $6.79; No. 93, qt., 


$7.42; No. 105, $4.88; No. 205, qt., 
bowed firepots, No. 53, 

No. 63, $7.97; No. 66, $10.18: 
No. 76, $7.13; No. 34, $8.67 each net. 


WEATHER STRIP.—Sales are showing 
the effects of the approach of colder 
weather, with stocks well filled for the 
rush. Prices have not changed. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Wood and felt, % 
in., $1.85; % in., $1.85; 1 in., $2.60; 
Wirfs $4.85, and Bosley’ “ $4.25 per 
100 ft. 


WRENCHES.—Call for wrenches is 
fair, with stocks ample for the present 
demand. Prices show no changes. 


We quote from jobbers’ stocks, 
f.o.b. Twin Cities: Agricultural 
wrenches, 8 in., $4.80; 10 in., $5.60; 
12 in., $7.20 per dozen net. 











T is typical of the Orient that its 
people often do things in a man- 
ner diametrically opposed to our 
western manner. But that fact falls 
far short of proving that our meth- 
ods are correct or theirs wrong. 
For instance, in Tokio there is a 
group of intellectuals who are en- 


thusiastic kodak “‘fans,’’ who have formed the “Society 


for Praising Pictures.” 


In other words, where the 


camera club in our local home town admittedly gets 
together for the purpose of criticising the photographs 
snapped by its members, this Tokio society has in mind 
first and last only praise for the handiwork with the 
camera of its members. 

It is a serious and not easily faced allegation which 
is placed at the door-step of our Western civilization, 
whether it be concerned with the raising of children or 
the spiritual development of church members or the 


economic development of store workers, that we choose 
to make progress rather by criticism than by the subtler 
and surer, though more indirect, method of praise- 
where-praise-is-due. 

We know a summer camp where the boys are never 
given definite instructions. What are really commands 
are actually worded in this fashion: “What do you say, 
fellows, if we do so-and-so?”’ Praise is always given 
where it is deserved and the lack of it where condemna- 
tion would ordinarily be forthcoming has a greater 
sting than actual condemnation could possibly have. 

When employees come to the point where they begin 
whispering to each other that they never get a figura- 
tive pat on the back for the many things they do cor- 
rectly but only harsh words for the relatively few things 
as to which they may be in error, often the result of 
their human frailty, it is high time that something be 
done. 

Let’s have more Societies for Giving Praise. 


Reading matter continued on page 85 
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Punch 


Registered U. S. Patent Office 


THE AUTOMATIC DRILL WITH THE 
HANDY DRILL GAUGE 





There Are Three Good Selling Points in the Handle of Mr. Punch Alone 
Ist. THE DRILL GAUGE. The Drill Gauge is located just below the Cap and con- 
sists of a hole drilled through the shell of each of the eight drill compartments just 
the size of the particular drill point contained in that compartment. If you want 
the right size hole for a No. 6D finishing nail just try the nail itself in the drill 
gauge holes and select the drill in the next lower compartment than the smallest 
hole the nail will fit into. The right size hole for screws can be selected in the 
same manner. 


2nd. THE SELECTIVE CAP. Having determined the number of the drill wanted 
the Selective Cap is released and turned so that the hole through it is opposite the 
right compartment and the drill slides out. All the other drills are locked in and 
cannot get out unless you want them. | 


3rd. COMFORTABLE SHAPE AND FINE FINISH. The Handle is so well designed 
that you can use the drill for hours at a time without discomfort. The knurling is 
just fine enough to avoid irritating the hand and still give a good grip. , The entire 
Drill is beautifully nickeled. 


Goodell-Pratt Company 
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GREENFIELD, MASSACHUSETTS, U. 






FREE 
COUNTER DISPLAY 
CARTON 


very attractive three color Counter Display Cartons 
that make him an even faster seller. There is no 
additional charge for this Carton. 


When ordered in dozen lots Mr. Punch is packed in | 
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The Tool Department 


Wrenches 


By Don Thatcher 


The coming of the mo- 
tor car has been a big 
factor in the growth of 
the wrench business. 
But a few years ago 
what we now term pipe 
wrenches were sold 
mostly to plumbers and 
engineers. Now they 
are household items. 
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The above picture shows how effectively the Warren Hardware Co., Minneapolis, Minn., 
displays wrenches and kindred items in its store 


RENCHES—there have been so many kinds and 

\ \ makes that I have at times thought that every 

blacksmith shop, stamping and forge shop made 
wrenches during their odd moments or whenever busi- 
ness was a little slack. However, aside from the makers 
of very low priced agricultural pattern wrenches, the 
“poor quality” fellows have not lasted long. 

While leverage is required of other tools, of no other 
is the strain of the limit of leverage put to the severest 
test as it is with wrenches. Broken jaws, stripped 
threads, cracked frames are the common daily com- 
plaints of poor as well as of misused wrenches. 

Wrenches should not be guaranteed, so much is 
exacted of them; they are tugged at, strained and urged 
to the utmost under the most trying conditions. The 
best wrench guarantee is the name of a responsible 
maker whose product has won for itself a place of 
prominence based on past performance. 


Reasons for Growth 


The wonderful growth of the wrench business is due 
to many reasons—motor cars have been a big factor— 
the motor car brought the use of wrenches to the house- 
hold. Just a few years ago what we term pipe wrenches 
were sold mostly to plumbers, steam fitters and 
engineers; now the manufacturers feature the smaller 
and medium sizes as household, motorist, farmers and 
general utility wrenches. 

Hundreds of thousands of this type of wrench are 
now sold for household use, included in tool sets and 
become one of the handy dependable tools tor home 


user, motorist, farmer and others who never before had 
any idea of the wonderful service obtained with this 
type of wrench. The large sale of pipe pattern wrenches 
to householders offers a striking illustration of the 
growth and size of the home use tool business, which 
is steadily increasing. 

The retail hardware merchant who is not soliciting 
home use tool business is passing up an easy way to 
obtain profits as well as missing the opportunity to 
use tools to increase his general business. 


Pipe Wrenches Are Saleable 


Pipe wrenches, sizes 6 to 14 in. with wood handles, 
are saleable to almost everyone. The larger sizes, 18 
to 48 in., steel handles, are of course saleable to the 
workers in those trades requiring the use of these tools 
such as plumbers, steam and gas fitters, emugineers, 


miners, contractors, motor and garage workers and 
others. 
The old stand-by screw and agricultural pattern 


wrenches continue to hold their place of prominence, 
notwithstanding the increase in the growth of specific 
purpose wrenches. This type is made with all-steel 
handles, also with knife pattern and regular wood 
handles. The smaller sizes with wood handles are good 
utility wrenches; the larger sizes from 15 to 21 in. with 
steel handles are used mostly for shop and construction 
work—the shops also use many of the smaller sizes 6 to 
12 in. with steel handles. 

Regular machine shop wrenches can be classified as 
engineers’ adjustable, nut and pipe, nut, cap screw, set 
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screw, car, “S”, textile and general service patterns; 
all of which are made in numerous sizes and sold largely 
by stores in towns and communities where the shops, 
factories and industries that use these patterns are 
located. 

Straight and “S” double end wrenches are also used 
largely by garage workers and motorists. Many are 
sold in sets consisting of three, four and five wrenches 
made to fit various sized nuts. Some manufacturers and 
jobbers sell quite a few sets of this type of wrench 
packed in canvas rolls. They are attractive and sell 
readily. 

Bicycle or pocket wrenches continue to sell; perhaps 
there are not as many kinds as formerly, nor as many 
sold, yet every hardware store needs one or two of 
these patterns to complete the wrench assortment. 

The influence of the motor car upon the wrench busi- 
ness is very marked and noticeable by the enormous sale 
of socket and nut wrenches. An idea of the extent of 
sale of this type of wrench can be obtained when we 
know that one wrench manufacturer makes up and 
markets sets of sockets and handles selected to suit the 
special requirements of nearly every well known make 
of motor car, as well as selling large quantities of 
various combinations of sizes of interchangeable sockets 
and handles. These sets are packed in wood boxes and 
canvas rolls as well as sold separately—the sale for 
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extra sockets is another part of the automatic refill 
business—socket wrenches and sets are worthy of 
featuring. 

The motor car is also probably responsible for the 
increased sale of straight ratchet wrenches. Brace 
socket wrenches have been on the market and in use 
for many years; while the socket wrench sets may seem 
the outgrowth or offshoot of them, they seem to reach 
and to have developed an entirely different field—the 
motor world—from manufacturer to owner-driver. 

In the wrench family there are, of course, many 
patterns of special and specific purpose wrenches, 
handled by hardware stores only where local industries 
require them. For the average hardware store a fuir 
wrench stock consists of pipe wrenches, wood handle 6 
to 14 in., iron handle 10, 14 and 18 in. (larger sizes to 
order) screw pattern wrenches two grades, one with 
knife handle other with common handle sizes 6, 8, 10, 
12 in., double end wrenches straight and “S” patterns, 
five combinations, interchangeable socket wrenches, a 
variety of extra sockets, sizes to suit local trade, about 
two sizes ratchet wrenches short and long with 1% in. 
square opening and one or two patterns of pocket or 
bicycle wrenches. 

This assortment made up of quality wrenches, well 
displayed will create sales and satisfy customers. 








whom he said: 
‘Let us march against Philip!” 


Action, Not Applause 


HE great Greek orator, Demosthenes, will remain as the world’s classic example 
of the man who overcame his natural handicap. But, if he rose from stutterer 
to orator, he also rose from orator to thinker, which is infinitely greater. 
he himself who pointed out the shortcoming of his contemporary orator, Aeschines, to 
“You make them say: ‘How well he speaks’ but I make them say: 


Merchandising is such a very human, such a down-to-earth activity that there are 


And it was 





very few basicly-sound, broad principles which do not have their application to it; and 
the observation of Demosthenes is no exception. 


An enthusiastic billiardist might put the “reverse English” on a popular saying by 
phrasing it in this wise: Full many a sales-person is born to blush, all-seen, who 
ought to really be a scene-shifter back stage. 


The real orator is he who arouses to action, not to applause. And the real sales- 
person, cast in the same mould, is he who cares little or nothing about being told: “How 
well you sell” but every thing about hearing “Put me down for a dozen.” It’s all very 
well to have “Pep” for a middle-name just so long as the first-name is “Go-Getter.” In 
salesmanship, just as in oratory, it is not Finesse but Results that count. Make ’em say: 


“Let us march against Philip!” 











ed 


Reading matter continued on page 91 
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Successful business is a constant fight 
against the insidious inroads of waste. 


Wasteful Buying 


Often we think of waste in terms of material 
spoiled or merchandise become obsolete. Yet waste 
may creep in anywhere—into buying methods, for 
example. It is wasteful to spend time interviewing 
ten salesmen if you can buy the merchandise and 
get the information you need from one well in- 
formed man. It is wasteful to write ten orders, mail 
ten letters, check ten invoices and remit by ten 
checks when one will answer. 


Time Is Money 


Apart from all the extra costs in postage, clerical 
work and freight or cartage, consider alone the ele- 
ment of time. Your time is your capital as truly 
as your real estate or your stock in trade. 


To find one good source of supply and concen- 
trate buying there, saves precious time for you and 
leaves you free to turn that saved time into extra 
profit or to enjoy it in needed recreation. 


You Can Begin with Small Tools 


We suggest that you try the experiment of con- 
centrating small tool purchases. If it proves satis- 
factory, as we are sure it will, you will find it easy 


Come te 





to extend the principle to other departments of 


your business. 


In the small tool field you will find in the cur- 
rent @TD catalog complete data on screw plates, 
taps, dies, drills, reamers, die stocks, tap wrenches, 
gages, pipe wrenches, cutters, and pipe threading 


tools. 
A Known Line Is Safe 


You can safely concentrate on @TD. Your 
customers know the line. They know something 
of the reputation and years of experience that lie 
back of @TD threading tools. They know the 
GTD mark and will accept it as a guarantee of 
workmanship, quality and fair value. Hence 
these tools are also easy to sell. Concentrated 
buying and easier selling make for increased net 


profit. 
Send for Catalog 


Every hardware merchant can use @VD cata- 
log No. 49. Besides much valuable information on 
small tools it describes dealer helps that are avail- 
able. It is a book that will help you sell small tools 
as well as buy them to advantage. Mail the coupon 
for your copy. 

p eanennaensannasanssescsssssan 


/ Greenfield Tap & Die Corp 
Greenfield, Mass. 















CORPORATION 
} GREENFIELD, . MASSACHUSETTS 


New York—15 Warren Street 
Detroit—224-226 W. Congress St. 


Chicago—13 So. Clinton St. 





] 
5 
a 
: 
| 
. : 
- 5 
gs Please send me a copy of your catalog : 
: No. 49. ‘ 
a 
- Signed - 
; Street . ; 
| 
t City. Stace ; 
5 H. Age, Oct. 7 I 
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For Carbonating, Softening and Sterilizing 
Water and Other Beverages 


THE SPARKLET SYPHON 


The great increase in the consumption of 
Soft Drinks, Flavors, Extracts and Charged 
Waters has created a waiting market for 
the SPARKLET SYPHON, which enables 
every owner to enjoy at will his favorite 
drinks at a fraction of the cost of a glass of 
Soda Water. 

The market for SPARKLET SYPHONS 
is every home that can afford to invest $6.00 
to increase the pleasure, convenience and 
joy of living, as well as to enhance their 
facilities for entertaining. Another large 
market is the great body of Sportsmen, 
Travelers, Campers, Yachtsmen and TJour- 
ists who desire PURE as well as RE- 
FRESHING WATER. 

THE SPARKLET SYPHON is a Hand- 
some and Useful Gift. 


OUR DIRECT-BY-MAIL PLAN 
TO ASSIST DEALERS 


For each half dozen Syphons purchased on orig- 
inal order, we undertake to mail Letters and Book- 
lets to 100 customers, whose names are supplied by 
the Dealer. The Retail Merchant’s name is men- 
tioned twice in each letter. 

This plan not only relieves the dealer of expense 
and trouble, but gives him valuable high class pub- 
licity and co-operation. 


SPARKLETTS, INC. 


19 West 44th Street, New York, U. S. A. 


Pacific Coast Sales Agents 
Phil. B. Bekeart Company 
San Francisco, Cal. 














We can supply Sparklet dealers 
with business pulling sales helps 
in the form of attractive displays, 
leaflets, newspaper cuts, etc. 








SPARKER 


Made of finest drawn 
steel. Contains suffi- 





. cient quantity of Car- 
ee ' — bon Dioxide to charge 
One Dosen Sparkers one quart of water. Price $1.50 per Dozen 
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A Boning Knife 
That Butchers Like 


“Boning is what you make it,” said one 
butcher to another. 

“T’ll be hanged if it is,” replied his 
friend. “It’s what the knife makes it.” 
This butcher was strong for 


“ANCHOR” 


BRAND CUTLERY 


He always used “Anchor” Brand Bon- 
ing Knives because they were. shaped 
just right and their keen cutting blades 
and sharp points made boning easy. 








‘““Anchor” Brand Boning Knives do 
more than cut right—they /ast longest. 


Your Jobber will supply you. 


LAMSON & 
GOODNOW MFG. CO. 
Shelburne Falls, Mass., U. S. A. 
New York Office—36 Warren St. 


Boston, 7 Water St. 


~~ ; 
Sse oat St. Louis, Victoria Bldg. 
Gtalog Saver Chicago, 1732 Republic Bldg. 
n | @talog San Francisco, Wells Fargo Bldg. 

















CHRADE ()AFETY 

Valk ge a 
Woy) 

Yeager nile 


> Ae 
pot 


Sure to sell on sight. 
Absolutely safe in pocket snd in use 
For convenience you can't beat i. 
Easily operated with one hand. 
The safety slide locks the button. 

ou cen't afford .o be without it. 


TRADE EVERLASTINGLY SHARP — 
Schrade Cutlery Co. 


Manufacturers of Superior Pocket Knives 
Factories: Walden, N. Y.. Middletown, N. Y. 
Main Office: Walden, N.Y. 

ORDER THROUGH YOUR JOBBER OR DIRECT 




















The Coupon Tells the Story. Sign it and send it. 





Coupon for Increased Sales 
GILLETTE SAFETY RAZOR CO., Advertising Dept., Boston, Mass. 
Send us the Gillette Blade Window and Counter Display. . 
agree to install the full display in our best window for one week. 
We will put the counter displays on our two most popular counters. 
Every clerk will ask every customer the following question: “Do you 
need any Gillette Blades?”’ If we do not sell more Gillette Blades 
in one week’s time than our sales in the previous week we will send 
you a photograph of the window display, and you will immediately 
send us your check for $5.00. 


Signed (firm name) 











by popular request! 


mi HOUSANDS of dealers in- 

S stalled the Gillette Blade Bar- 

rel Display. Thousands of 

dealers sold more blades than 

ever before. This display proved 

again that whether in the biggest cities 

or in the smallest towns, thousands 

needed only a reminder to buy Gillette 

Blades. So popular was this display 

that our supply was exhausted two 
months sooner than we expected. 


We have now ready for distribution, a new 
Barrel Display more realistic—more attractive 
—more effective. It should surpass the previ- 
ous display in creating Blade sales. 


If it does not increase your blade sales 
we will pay you $5.00 


GILLETTE SAFETY RAZOR CO. 
Advertising Dept. BOSTON, U. S. A. 
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CUTLERY 








MERCHANDISING IDEAS 


a 
a 


NEW ITEMS 








New Arrow Line of Safety 
Razors and Blades 


The Wade & Butcher Corp., manu- 
facturer of cutlery, 190 Baldwin Ave- 
nue, Jersey City, N. J., is now market- 
ing a handy, perfectly balanced safety 
razor with a heavy, curved, double 





edged blade, designed to give the user 
shaving satisfaction. 

The new razor and blades are being 
marketed under the name of Arrow 
Safety Razors and Arrow Double 
Edged Blades. Special features of the 
new double edged blade are: It is made 
of highest grade steel and fits all 
razors in which the blade has to be 
curved. All blades are hardened, oil 
tempered, hollow ground, honed and 
whetted to a superior shaving edge. 





Here’s Merchandising Logic 
for the Cutlery Dept. 


“All good cutlery is sold on confi- 
dence. What’s the use of creating five 
dollars’ worth of confidence and then 
showing a_ seventy-five cent knife? 
Build up the confidence, but show the 
knife that will justify such confidence. 
A three dollar knife sale is as easy to 
make as a seventy-five cent one, and it 
adds to the customer’s satisfaction and 
the store’s profit,” said a veteran cutlery 
salesman at a recent hardware associa- 
tion meeting. 


a ee 


Boston Store Meets Prices 
on Blades and Sells Them 


Moe Cohen of Haymarket Hardware 
Co., Boston, Mass., can’t understand 
why hardware dealers don’t fight for 
business which belongs to them. Take 
safety razor blades, for example. When 
drug stores, cigar stores and other re- 





tailers offer blades at cut prices as 
bait for other goods, Moe goes. them 
one better. He has a small glass shelf 
inside of one window. It is kept in 
place with two rubber suction buttons. 
The shelf measures five by fifteen 
inches and is sufficient to display sev- 
eral makes of razor blades. Above each 
brand is a price lower, or at least as 
low, as any other store in Boston. 





Don’t Replace Abused Knives 
Without Charge—Sell Them 


"[ Is is good merchandising advice 
on all cutlery lines and particularly 
true on pocket knives. We read with 
interest in Schrade Cutlery Co.’s cata- 
log E the following suggestion on this 
subject. 

“At times the loss of sales in retail 
stores results from the lack of knowl- 
edge of what constitutes a defective 
knife. ‘Arguments with customers are 
not advocated’ but a knife that has been 
abused by the owner, through improper 
sharpening, rough usage, lack of oil on 
the joints, badly rusted knives, or 
knives that are worn out, should not 
be exchanged. The loss of a sale means 
the loss of profit and by a reasonable 
explanation a customer can be con- 
vinced that he should buy a new knife. 
We know of no other line where the 
guarantee is abused to the same extent 
as in pocket knives. 





Hair Clippers and Curlers 
Make Combination Display 


Barker, Rose & Clinton Co., Elmira, 
N. Y., have an interesting cutlery de- 
partment in the front of the store. A 
combination display board featuring 
hair clippers and electric irons has been 
one of the best business getters of this 
section. The clippers and short length 
electric curlers are both intended pri- 
marily for the girls with bobbed heads. 
Kenneth Levegood, the company’s en- 
ergetic display man, cut out from a 
magazine cover a picture of a pretty 
girl with red bobbed hair. This pic- 
ture, mounted on the center of the card- 
board, helps attract attention to the two 
items on display. The cardboard meas- 
ures about 15 inches wide and 20 inches 
high. The clippers and curling iron are 
secured with light wire. Prices of each 
are featured on the card. 








Pens, Pencils and Novelties 
Link Up with Cutlery 


Throughout the central western sec- 
tion of the country it is a common 
sight to find hardware store cutlery de- 
partments featuring fountain pens, 
automatic pencils, thermometers, small 
ornamental clocks, leather specialties, 
key ring wallets and numerous other 
novelties used every day. These extras 
spruce up the department and make the 
cutlery section a good haven for those 
seeking small gifts. Fountain pens and 
pencils may be displayed in small cases 
similar to those used for manicure sets, 
which, of course, should be featured in 
the cutlery department. 


Davis Knife Sharpener Avail- 
able in Several Types 


The new Davis Knife Sharpener 
made and distributed by George Walter 
Davis, 258 Broadway, New York City, 
has two specially prepared discs made 
of high carbon tempered tool steel with 
long beveled edges. These are set at 





an angle and are said to provide a keen 
cutting edge on all types of knives. 

The malleable cast base is finished 
in white enamel for the model shown 
here. Two holes permit the user to 
secure the sharpener to a table or 
block of wood. This model is fur- 
nished complete with two screws for 
this purpose. 

This sharpener is also available with 
wooden, rubber, stag, celluloid and 
Sterling handles for table use in con- 
nection with a carving set or steel 
knives. The table models have con- 
venient handles but operate on the 
same principle as the model shown. 
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Cutlery Window Display Used by a Western Hardware Firm and Trimmed by Edwin P. Stoll of San Francisco, cutlery representative of 
Remington Arms Co., Inc. Mr. Stoll created all of the fixtures used including the stands made with the cork balls, a stunt which enables 
the dealer to show many lines in small space. This company handles 250 patterns of pocket knives and enjoys a good sale all year. 


California Firm Turns $1500 Cutlery Stock from Three 
to Four Times Every Year by Display 


Santa Rosa Hardware Store Finds That Cutlery Items Are Easily Displayed and if Well Displayed 
Are Easily Sold—A Well Assorted Stock Is Always Kept on Hand and in Sight—Uses 
Manufacturers’ Display Material and Selling Hints to Help Move Cutlery 


FEW weeks ago a representative of HARDWARE pretty good. It relieves us of a lot of detail work. 

AGE visited the J. C. Mailer Hardware Co., Then the manufacturers often send circular matter 
Santa Rosa, Cal., and, in looking around the and advertising helps, which we always use. 

store with J. R. Mailer, general manager of the firm, “That’s something that a lot of dealers don’t seem to 

he commented on the large cutlery display on the right do enough. They get a lot of material and help from 

side of the store near the door. manufacturers that they never use. That’s a big mis- 

“You have a large stock of cutlery here.” take, I think. We get a lot of good out of the stuff 


“Well,” Mr. Mailer said, “it depends on what vou 
mean by large. We carry about $1200 to $1500 worth 
of cutlery all told, I guess. It’s a good moving line, 
and practically moves itself if properly displayed.” 

‘How many stock turns do you get a year?” 

“Three to four.” 

“Don’t you hold any special sales, or put on special 
displays, or run any special advertising ?”’ 

“We don’t go in much for special sales. Of course, 
we have ’em every once in a while, but mostly to move 
slow items. We give a certain amount of window dis- 


that manufacturers send us, and have proved in a 
number of cases that we have been able to increase 
our sales to a surprising extent. 

“Another thing along these lines that we have al- 
ways found to be a help is to tie up with a manufac- 
turer’s national advertising. If some manufacturer 
whom we represent advertises in one of the large na- 
tional magazines, we make it a point to put in a 
window display on that line whenever possible, and to 
feature the line that is being advertised by the manu- 











play space to cutlery all year round, and every once in facturer. It all pays.” 
n while we feature cutlery in the window by itself, 
around Thanksgiving time, for instance. But as a The merchant who pads his inventory has no license 
general thing we have found that we can maintain a to kick if his wife wears a bustle. 
consistent stock turn on cutlery by having a good 
stock on hand, by displaying it all the time, both in Nothing grows like opportunity fertilized with 
the store window and inside the store, and by running thought and watered with perspiration from hard work. 
a newspaper ad on it every so often.” 

“What kind of an ad do you run, for instance?” It is not staying awake at nights that builds pros- 


“Well, we use the HARDWARE AGE Service, and find it perity; it’s staying awake during business hours. 
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The Super-Six Assortment 
No.4 (2 Each of Six Styles) 49c Each 





High Carbon Crucible Steel Blades. Genuine Cocobolo, and 
Sanitary Cork-filled Aluminum Handles. Assorted as follows: 
2 each of three styles, 8” Cocobolo handle Slicers, 2 only 7%” 
Cocobolo handle Slicers and 3 each 7%” and 8” Aluminum 
handle Slicers. 


Packed one dozen knives with Display Tray, holding 6 knives. 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 














ser cnnime>?> wa 





Season Approaching! 


Order GENCO Grapefruit Knives 
from your Wholesaler 


STAINLESS 


Two styles of handles, 
black rubberoid or white enamel— 
very attractive! 


GENEVA CUTLERY CORPORATION 
Geneva, N. Y. 
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EVERY HOME Wins 


Sells on Sight | \ 


RETAIL 
ITEM 


FINE QUALITY ANDO FINISH 


MADE /NPOPULAR S/ZES 
and thy 


O l ° 4 


A CARDED ASSORTMENT OF Oval’ 
SHEARS. A STANOARD NUMBER 


No. pd al 


THE ACME SHEAR CO. 


Bridgeport, Conn. 























BLADES 


Are Better Blades 


Dealers say that customers using 
Radium Blades will take no other. 
There’s a cause for such a decision. 
If you’ve never sold Radium 
Blades send now for a sample 
package. Try one and you'll know 
why the demand is growing. 


OTTO ROTH, Inc., Newark, N. J. 
11-15 E. Runyon St. 
“The Radium Cutlers” 
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a Cheney! 








You hear men say just 
that—"“Gimme a Cheney” 
—almost every day. 


When it comes to having 
what men like and want 
in hammers, Cheneys lead 
‘em all. 


Men have grabbed for 
Cheneys some 90 years 
or more and they're not 
stopping now — that’s a 
cinch. 

















Direct-By-Mail Advertising 


(Continued from page 55) 





very strong, I might develop a quarrelsome disposition. 
How can a man who knows he can lick almost any other 
man speak gently and be a perfect gentleman?? It 
seems to me it would be dangerous to be so strong!! 


* * * 


I wonder if my secretary ever pokes any fun at me. 
I wonder! One of these circulars had the pages turned 
down and a number of paragraphs carefully marked. 
This circular gave advice as to how to become an orator. 
I wonder if my secretary thinks that I do not know how 
to orate! What have I been doing all these years? 
Why do I receive so many invitations to speak, without 
a word about compensation? Yes, this circular sug- 
gested that in 12 lessons at $5 each, I could get up and 
spellbind an audience—in fact—throw them into a sort 
of cataleptic trance. 

This same circular tells how to hypnotize a Board of 
Directors. Gee whiz! If some of my fellow Directors 
are taking a course like this, I had better look out. 
The next Board meeting I attend, I am going to watch 
these Directors carefully. Some fellow may have taken 
this course and when he finishes talking, in accordance 
with the rules laid down in this pamphlet, all the rest 
of us will simply stand up and say—‘“‘We vote with you. 
It is unanimous. We only regret that we have but 
one vote to give in this cause!” 

There were advertisements of books—all kinds of 
books—best sellers, unexpurgated books, books that told 
the inside history of the Court of St. James, other books 
that would be sent in a plain wrapper, carefully ad- 


dressed! 
*% * % 


Well, well! Some one evidently knows my private life! 
One circular said: “You are not popular; you do not 
receive any invitations; you are left out of parties; but 
if you will just buy our saxophone and follow direc- 
tions, gll this will change. Beautiful maidens will 


| hang on your arms while you play. Everybody will 


| want you at every merry gathering.” All you will have 
to do will be to go to these gatherings and play the 


saxophone without making any charge. You can play 
and be popular while the others dance. Well, I knew 


_ there was something wrong about me. I have never 
_ learned to play the saxophone. Is it too late? 


% * % 


But this one did appeal to me: Foreign travel—trip 
around the world—magnificent ship—luxurious cabins 


_—every convenience. Fine! I would love that, but 





then I stopped and thought—suppose I did not like my 
fellow passengers? There would be no escape. Imagine 


sitting at the table with a bunch of people that you 
' would like to murder, for six months on a cruise! No! 


No curises for me. There is something in my nature 
that always leads me to be prepared for a quick get- 
away. The worst mistake any of us can make in life 
is to get into a situation that we can not quickly get 
out of! Every military genius in laying out his cam- 
paign of battle at the same time plans his retreat! 
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Great work! Wonderful work! I could measure 
myself and buy shirts direct, overcoats direct. Trunks 
and dress suitcases; all could be bought direct. 


* * * 


The entire afternoon I read all of this direct-by-mail 
selling eloquence. I admired it all. I am sure I have 
benefited by it, but when the sun set and the battle was 
over, the oak table was clean and the waste basket was 
full—and I had not bought a darned cent’s worth of 
anything. However, my secretary was happy. She 
started looking for another job for me. She does hate 
to see me rest!!! 





Consumer-Conviction 


YOUNG man from Catellaneta, 
A Italy, died in New York the 
other day. Outside the hospital a 
crowd of twelve hundred people 
awaited his death and in hushed 
. silence. Poor children had brought 
arms full of fruit. Three young 
women on a stoop opposite the hospi- 
tal were unabashed to have their photograph taken, 
weeping, and to have it reproduced in the newspapers. 
Two days later there was such a crowd of people strug- 
gling to see this young man’s dead body that no less 
than a score of persons were hurt in the melee re- 
sulting. Newspapers gave pages of space to the story— 
and none of it was inspired by press agents, either. 

What may we suppose was the real reason why the 
death of Rudolph Valentino made such a big impression 
upon New York and the country? No doubt, of course, 
no small portion of the public demonstration was due 
to plain hysteria. But that was not all of it. The un- 
derlying reason was that this famous player of sheik- 
roles had come to be accepted as an ideal lover of the 
make-believe world; and the idea of this great lover 
experiencing death has really given the public a real 
jolt. Love and death never were compatible. 

Consumer-conviction represents half the struggle for 
success in this highly competitive age in which we are 
living, no matter whether it be a matter of lover-roles 
or of service-merchandising. Perhaps the only differ- 
ence between the two is that the actor can “bluff it 
through,” whereas the merchandiser must really 
measure up to the standard he has set for himself be- 
fore he can hope to persuade his consumers that he is 
worthy of the reputation to which he aspires. 

If the public just cannot bring itself to believe that 
Valentino, the lover, has met with death, it is equally 
true that the public cannot bring itself to give credence 
to stories of any underhand merchandising practices 
upon the part of the merchant who, over a period of 
years, has built up with that public a reputation for 
fair practices and service. Reputation and consumer- 
conviction are difficult things to acquire, whether it be 
in the field of make-believe or of reality; but, once they 
have been acquired, they may easily be, and usually are, 
their possessor’s most valuable asset. 
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NO. 7 ARCADE SPRING HINGE 


O}JRDER your stock of Arcade Cast Spring 
wa Hinges now, for your next season’s re- 
quirements. Simplicity of construction, com- 
bined with a powerful spring give these hinges 
a quick, firm action. They are attractive in 
appearance, efficient in operation, and embody 
the highest type of hinge construction. Popu- 
lar and reliable sellers to the trade for many 
years. 

Arcade Hinges are attractively 
finished in a baked, black enamel. 
The springs are quick and pow- 
erful, and retain their strength 
after long use. Conveniently 
packed % dozen pairs of hinges 
in a box. Also a complete set, 
with necessary screws, door pull 
and hook and eye, packed in a°* 
convenient and salable package 


as shown below. Write us for | 
catalog. NO. 102 HINGE 


Arcade Manufacturing Co. 
Freeport, Illinois 











NO. 7-T SPRING HINGE SET 
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Shaving Near the North Pole 


N May, 1919, I was sent to Herschel 

- Island, the most northern station of 
the Royal Canadian Mounted Police, as 
engineer of their patrol boat. Herschel 
Island is situated between the Beaufort 
Sea and the Atlantic Ocean. 

During the first few days of my so- 
journ there I lost my razor and gave 
up hopes of ever enjoying a real shave 
until I returned to civilization again, 
for there were but three trading posts 
near enough to patronize and they could 
hardly be expected to have a stock of 
razors, as there were but a handful 
of white men there and the natives 
were not much on shaving 

One of these posts was at Herschel 
Island, another at Shingle Point, about 
twenty miles away on the mainland, 
and the other at Fort McPherson, 250 
miles up the McKenzie River delta on 
the Peel River. The Fort McPherson 
post had a small branch at Arctic Red 
River, a few miles further on, but it 
carried a very small stock. 

One day while at Shingle Point I 
mentioned to Ole Andreassen, in 
charge of the trading post there, which 
belonged to H. Liebes & Co., San 
Francisco, that I had lost my razor, 
and much to my surprise he advised me 
that he had a few excellent razors. I 
bought one of them and found it was 






By W. A. Campbell 


manufactured at Geneva, N. Y. I was 
told by Andreassen that very few ra- 

















W. A. Campbell in his Arctic togs 


zors would stand the hard usage of 
the Far North. 

Incidentally, Ole Andreassen was one 
of Steafansson’s aides when the latter 
was in the Far North, and is men- 
tioned frequently in Steafansson’s “The 
Friendly Arctic.” 

This razor was brought to Shingle 
Point from San Francisco by the 
Liebes’ boat Herman. It takes several 
weeks to make the trip from San Fran- 
cisco to the Arctic. In fact, they leave 
Frisco early in the spring and do not 
get back until fall. It is necessary to 
dynamite their way through the ice 
at a point near Point Barrow. 

I had it with me and shaved at 
Christmas time, 1919, when I slept 
out for five nights at 50 below, and 
shaved in the morning the same as at 
home. Again I used it under most un- 
usual conditions while traveling from 
Fort McPherson to Dawson with dogs, 
a distance of 500 miles. From there I 
carried it 350 miles on a sled drawn by 
a four-horse team to White Horse, a 
seven days’ trip, thence over the White 
Pass & Yukon Railway to Skagway; 
via steamer to Prince Rupert and then 
train to Regina, train again to Mil- 
waukee. 


























trade. 


grinder sales. 









Make it a point to write your Jobber for 
prices and descriptive circulars for your 


Let him help you wmcrease your 


S. CHENEY & SON 


edged-tools. 






ROYAL and CHENEY GRINDERS 


“Royal” for Those Who Want the Best. 
“Cheney” for Those Seeking Quality at 
a Low Price. 


These two lines answer every demand for 
quality, price and finish. Your custom- 
ers will find in them the grinder best 
suited to their needs and pocketbooks. 


Try to sell a grinder whenever you sell 
You'll find it easy to make 
many extra sales because Royal and 
Cheney Grinders need little “selling talk” 
to put them across the counter. 


Manlius, N. Y. 
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When Your Checks Wrongly Come Back Marked 


‘*Tnsufficient’’ 


tained a regular bank account for business pur- 
poses at a certain bank. He was a small man and had 
a limited credit. In fact, the people he bought from 
would only allow him one week. At the end of the 
week he would send out checks for his weekly accounts, 
and so on from week to week. 

One week he did this, but when his checks went back 
to the bank, the bank mistakenly refused to pay them, 
though he had plenty of money on deposit to take care 
of them. There were eleven checks altogether, ranging 
from $4.40 to $28, and all eleven were returned marked 
“insufficient.” The whole eleven creditors became angry 
and cut off the dealer’s credit. From then on he had 
to pay cash. Promptly he sued the bank for his 
damages. 

I am using the actual case as an illustration of the 
radical way in which the law has changed in cases like 
this. A few years ago this man could have recovered 
substantial damages even though he hadn’t actually suf- 
fered any. Taking the present case, even if these eleven 
creditors hadn’t cut him off, this dealer could have 
recovered damages under a theory of the law that the 
victim of such an incident must have suffered injury by 
reason of it. It is the same theory which lets you get 
damages from somebody who has libelled you, even if 
you can’t put your finger on a single cent of actual loss. 


\ | OT long ago the owner of a small retail store main- 


There are hundreds of cases on the books in which 
business men have recovered damages from banks which 
mistakenly turned down their checks in which no actual 
damage was shown. 

That situation, however, is very largely over. Under 
a new law which has been passed by twenty States, and 
which will no doubt be passed by all of them in time, 
you can collect only such damages as you can prove you 
suffered. No longer is there any legal presumption of 
injury. For instance, suppose I had a chance to make 
an unusually good buy of certain merchandise, but had 
to pay cash. I bought the goods and gave a check, the 
bank mistakenly refused payment, the seller got angry 
and took his goods back, and I had to pay a hundred 
dollars more for the same goods. In that case I could 
collect the $100 because it would be my actual damage. 

The law I refer to reads as follows: 

“That no bank, trust company or banker shall be liable to 
a depositor because of the non-payment, through mistake 
or error and without malice, of a check which should have 
been paid, unless the depositor shall allege and prove actual 
damage by reason of such non-payment, and in such event 
the liability shall not exceed the amount of damage so 
proved.” 

An interesting feature of the case I am discussing 
was the court’s ruling that a business man whose credit 
is cut off doesn’t suffer any real damage. The court 
said :— 





Are Your Customers Satisfied 
with the Quality of 
the Family Scales You Sell? 





HE demand is there, and it remains 

for the merchant to take advantage 
of the opportunity to make better profits 
by selling Chatillon Family Scales. Sub- 
stantial, accurate scales, built for service, 
will last longer than any other family 
scale on the market. Regularly finished 
in black enamel; but can also be fur- 
nished in gold bronze, blue or white 
enamel. 


The Chatillon scale has no equal. A scale 


is not a scale unless it 1s accurate. 


It pays to sell the best. 





Write for complete information 


JOHN CHATILLON & SONS 


Established 1835 


No. 046 


New York City, N. Y. 


1020 


85-99 Cliff St. 
































oors that silen tly 
function on GRIFFIN 

INGES are an added 
ae of comfort and 
satisfaction in any home | 


( }RIFFIN 


“Manufacturing Co 


ERIE. PENNSYLVANIA 
ranch Offices__, 


45 WARREN ST. NEW YORK 
74 W.LAKE ST. CHICAGO 
28 BINFORD SET BOSTON 
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“When the plaintiff was deprived of credit with the firms 
from whom he purchased he was obliged thereafter to pay 
cash for each purchase, which he did. This caused the 
plaintiff no actual loss or damage; at most it was only an 
inconvenience. We are obliged to hold, therefore, that 
there is no proof of actual damage.” 

I don’t subscribe to this exactly. I think a business 
man who is deprived of his credit has unquestionably 
sustained a loss, which might affect him and limit him 
in a variety of ways. As a matter of fact, depriving 
a business man of his credit might destroy him. De- 
cidedly, as I see it, it is more than an “inconvenience.” 
Therefore if I were representing this plaintiff I should 
appeal from this part of the decision. 


(Copyright by Elton J. Buckley, Esq.) 





Salesmen’s Habits 


CERTAIN salesman has the habit of keeping 
A “neighborhood lists” as he calls them. These are 
names of prospects, either small or not needing immedi- 
ate attention, grouped by neighborhoods. Whenever he 
finds himself in any locality and happens to have time 
to spare he pulls out this list and utilizes his extra 
time by a call. For instance, if he visits a prospect by 
appointment and is told, “Mr. Smith is busy and asks 
that you return in one hour,” he looks over his neigh- 
borhood list and finds some one with whom he may 


' spend the time that might have been wasted. In this 
| way he picks up many an extra order. 


Another salesman carries printed matter with him 


i; and always leaves some after a call, whether his call 
M| has been productive or not. He has had repeated in- 
_ stances where, sent away empty-handed, he has been 
_ recalled sometimes weeks afterward, the booklet or 


folder he left behind him having been picked up by 


' an executive more interested than the rest. In one 
| such case he had presented his product to the presi- 


dent of a bank. “Not interested,” said the gentleman, 
after listening a short time. “Anyhow, let me leave 
_ this booklet,” said the salesman. The president dropped 
_ the booklet in his waste basket some time afterward, 


| but a director noticed it there while waiting for a 
_ directors’ meeting to begin, read it, was attracted by 


the proposition, and in the end the bank gave a hand- 
some order. 
Another salesman makes a note of every question 


| asked him that he cannot answer—and even to the 


oldest, most experienced such questions are put! In 
his leisure time he prepares to answer that ques- 
tion fully if it ever comes up again. He has become 
a real manual of out-of-the-way information, not only 
tracing many an order to this but being consulted 
frequently by the company’s own executives, who have 
him slated for promotion.—F rom the Eaglet. 





It is as hard for some merchants to refuse unwise 
credits as it is for a one-armed man to tell a fish story. 
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Arm the Army of Hunters 


(Continued from page 53) 





or items they need—and they’d much rather be re- 
minded of them while in your store where they can be 
purchased than realize the lack too late when on the 
road or the trail, in camp or blind. The merchant who 
thinks constructively of success thinks suggestively for 
his customers. Make your store sportsmen’s head- 
quarters in your town—the place folk come for hunting, 
trapping, camping and auto-touring suggestions as well 
as other supplies—and your success is assured. 

Anticipate your customers’ wants—and you will 
participate in the enormous sales and profits that will 
be made this year by merchants as far-sighted as you 
from the great and growing enthusiasm for life in the 
open. Now—right now—is the time to start studying 
up on your customers’ requirements. 

“Uncle” Joe Johnson over near Widow Williams’ 
place is in the market for a new pump gun this year 
and Bill White’s oldest ‘boy is reading every firearms 
catalog and advertisement he can get his hands on. 

Are you going to sell firearms to Joe and the boy? 
Are you going to stop there and sell them nothing else? 
Every shotgun or rifle prospect you have—and almost 
every two-fisted man and boy in your community is 
such a prospect—is also a prospect for ammunition, 
hunting coats, boots, gun cases, gun grease, hunting 
and camping knives and many other items that you 
carry in stock and want to move. 

Many of these prospects are also prospects for steel 
animal traps. Trappers need lanterns, trappers’ knives, 
camp axes, rifles and ammunition. If they can make 
water sets for muskrats, otter, beaver, mink, etc., they 
need to use waders; and quite likely they also use boats 
—which provides you an opportunity to sell them out- 
board motors, and boat accessories. 


Sell the Duck Hunters’ Outfits 


Are ducks shot in your vicinity? Yes? Fine!—for 
you can sell complete duck hunters’ outfits—and they 
include many items from duck calls, decoys and flash- 
lights to air cushion seats for the duck-blind. 

Don’t be content to sell only one item of hunting, 
fishing, camping or auto-touring equipment to any cus- 


tomers. Always try to sell him as many items as he 
needs to complete his outfit. Use the power of sug- 
gestion. 


You would not dream of trying to sell a complete 
set of tools to a mechanic by simply displaying a 
monkey-wrench and a few nuts. Yet this would be 
fully as reasonable as to expect to sell a complete hunt- 
ing outfit to a sportsman by simply displaying a shot- 
gun and a few loaded shells. 

Your sportsmen’s window display should be attrac- 
tive. It should be unified. It should also be complete. 
This is your opportunity to bring to life stock you 
thought was dead, to display seasonably many items 
that always before were pushed into the background. 
“The world needs to be reminded as well as informed”; 
and this is your opportunity to remind sportsmen of 
equipment they need but might otherwise overlook buy- 
ing. 


Here is a list of fall equipment for hunters, trappers, | 
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Him to Buy 


Telling 


from You Instead of Us 


This plumbers’ helper asked the boss to include a 
No. 1 Armstrong Pipe Vise for him with his next 
order. Note the reply. 

“It isn't necessary to wait that long, Jim. I’ve 
noticed that Armstrong advertising is telling us 
fellows to buy from the local Dealer. Believe me, 
it sure does save time and trouble.” 


Armstrong advertising in class publications is ac- 
complishing just what it set out to do. It is in- 
“Buy from YOU instead 


fluencing mechanics to: 
- € 


of us.” 


Dealers who display GENUINE ARMSTRONG 
PIPE TOOLS and use our “Dealer Aids” 
getting the business. ; 


are 


Keep stocked through your Jobber. 


The ARMSTRONG MFG. CO. 


Our Only Addresses 
Main Office and Factory 
BRIDGEPORT, CONN. 


New York Office: 181 Lafayette St. 


ARK 1S TRONG’ 


STOCKS, DIES , WATER,GAS "> STEAM FITTERS” 
TOOLS AND THREADING MACHINES 











$. 
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Shaving Soap or Cream 


, = Air Mattresses Lather Brushes 
items that are in your stock should be in your window ‘Air Pillows 7 oo mag mince 20 


during the hunting season: Eiderdown Sleeping Robes Auto-Camp Tools 


Indian summer campers and auto-tourists—all of these Camp Furniture 


Shotguns 
Loaded Shot Shells 
Rifles 

Metallic Ammunition 
Shell Vests 
Shell Boxes 
Shell Belts 
Cartridge Bags 
Game Carriers 
Gun Implements 
Cleaning Rods 
Recoil Pads 
Duck Calls 
Decoy Ducks 
Fishing Tackle 
Hooks, Lines 
Rods, Reels 
Lures, Baits 
Tackle Boxes 
Minnow Buckets 
Hunting Coats 
Hats and Caps 
Hunting Boots 
Hunters’ Socks 
Gun Cases 

Rifle Cases 
Holsters 

Dog Collars 
Dog Collar Padlocks 
Dog Whistles 
Gun Grease 
Rust Remover 
Powder Solvent 
Gun Oil 

Camp Stoves 
Camp Lanterns 
Camp Utensils 
Tents 


Steel Animal Traps 
Fur Stretchers 
Lanterns 
Flashlights 
Pocket Match Safes 
Pocket Oil Cans 
Can Openers 
Corkscrews 
Drinking Cups 
Canteens 

Water Bags 
Harvest Kegs 
Flasks 

Swivels 

Snaps 

Boats 

Outboard Motors 
Boat Oars 

Oar Locks 
Padlocks 
Snowshoes 

Ice Creepers 
Goggles 
Compasses 
Pedometers 
Watches 

Wrist Watches 
Alarm Clocks 
Knapsacks 
Camp Packs 
Duffle Bags 
Pack Baskets 
Lunch Kits 
Vacuum Bottles 
Hot or Cold Jars 
Field Glasses 
Binoculars 


Safety Razors and Blades 


Air Cushion Seats Sheath Knives 
Ground (Rubber) Blankets Knives for Hunters 
Camp Shovels Knives for Trappers 
Camp Axes Knives for Fishermen 


Scout Axes 

A window display that features these items attractive- 
ly suggests to passers-by the fun of fall outdoors 
sports. It suggests that if they want to enjoy this fall 
to the full they should buy their equipment for these 
sports from you. It brings them into your store and 
their money into your cash register. 

The happy honk of the auto-sportsman’s horn, the 
joyous bang of the hunter’s gun sound a stirring salute 
to autumn—and part of this salvo may be the constant, 
cheery ringing of your cash register as money pours 
into its drawers from the sales of equipment for fall 
auto-sportsmen, fishermen, campers, trappers and 
hunters. 








No merchant ever increased his sales by telling his 
customers that business was bad. 


* * * 


It is said that the new cable across the Atlantic is 
capable of transmitting eight times as many words per 
minute as the old one. Europe will probably use it for 
hard luck stories; certainly not for payments of debt. 
It feeds too fast. 
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Rivets 
Roofing Nails 





Ye ee NW 
' | a 
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Woda Die Bev 


Pipe Couplings 
Scratch Brush Wire 





a : 
BRIDGEPORT, CONN. 





THE BRIDGEPORT SCREW CoO. 


Bridgeport, Conn. 


Representatives: 
Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroit 
G. M. Baird & Co., Memphis, Tenn. 


» 
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Trade Mark 
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Notes of an Itinerant Editor 


Roadside Barbecues—A Traffic Violation—And a Lot of Pertinent 
Information on the Merchandising of Hardware in the Buckeye 
State Are but Part of a Day’s Work in the Life of a Nomadic Editor 


Hotel Barr, Lima, Ohio. 
Saturday, September 4, 1926. 

OADSIDE Barbecues are becoming a factor in 
R the daily life of a motorist. Just outside Beaver- 
dam, Ohio, on a broad curve I saw one of these barbe- 
cues running full-blast. It was just getting dark. The 
pork turning on the spit looked mighty good, but I 
was headed for Lima and figured on supper at this 
hotel. The wind was blowing right—one whiff of 
that roasting meat and the car seemed to stop auto- 
matically and turn into the parking space. 

It took three large size sandwiches to stop my 
enthusiasm. The owner of the place was installing elec- 
tric lights on top of six pedestals, arranged to attract 
business from all directions. A bill from Schull’s Hard- 
ware Store in Beaverdam was sticking out of his pocket. 


That was where he bought his equipment. I made a 
mental note to look up that Schull store. 
At Perrysburg I stopped for gas and water. You can 


imagine my surprise when the man at the pump turned 
out to be an old friend, Arthur Schomberger, formerly 
a hardware man at Croton, Ohio. Arthur likes the 
gasoline business but says it is not as pleasant as 
selling hardware. 


Six horses hitched to buggies, were tied to the 
Wapakoneta Courthouse rail. It’s been a long time since 
I have seen so many horses, used to bring farmers into 
town. Wapakoneta has plenty of autos too, but six 
horse and buggy outfits in a row, these days is worth 
mentioning. 

I reached Portage, Ohio, a town of seven hundred 
people in time to see W. A. Sayler, a hardware man, who 
sells about two hundred and fifty gallons of gasoline 
every week. He finds that the gas pump in front of his 
hardware store helps him sell plenty of oils and greases, 
and gives the people the habit of coming to his store 
first, for everything else in stock. 

The roads through this section of Ohio are all good, 
wide and well maintained. Nearly everybody seems to 
have a car in use. There should be plenty of auto ac- 
cessory business in this part of the State. 

It was pretty dark when I reached Lima’s public 
square with its mystic maze of trolley tracks and 
windows. To a stranger at night it seems that trolleys 
are coming from all directions and that each is headed 
directly for the front of his own car. 

This morning I got a ticket for parking in the wrong 
place. The officer who made the presentation told me 
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NGCO Bathroom Fixtures 
Easy To Clean and Keep Clean 





Beautiful designs that have the added value of practicability—a mere wipe 
with a damp cloth will keep rinoce Fixtures shining and new. 

This feature and the sound quality of the materials used in RNeco Fixtures 
will make a strong impression upon your customers. 
handle this popular line by an occasional window display. The glittering 
crystal and shining nickel make a display that attracts attention and cus- 


Write for the large rynoco Catalog. 
AMERICAN RING COMPANY 


Branch Offices: 
New York—-2 Hudson St. 
an Francisco—1!1!16 New Montgomery St. 


Chicago—29 E. Madison St. 





Let them know you 
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PREULISION PRODUCTS CO. 
___ 329 South Main Street, Ann Arbor, Mich. 
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Sizand, STEEL BAR 


CARPENTER’S CLAMPS 





Style 6 


Regular size ™% in. x 1% in. bar, % in. screw 
Extra heavy, % in. x 1% in. bar, %4 in. screw 


Bars are rolled from a special quality of 
stiff steel. Head, Sliding Jaw, Crank and 
Pawl are malleable iron. The Steel Screw 
is provided with a deep and powerful thread. 
Sold through regular trade channels. Ad- 
dress Dept. D. 


E. C. STEARNS & CO. 


Established 1864 
Syracuse, N. Y., U. S. A. 


Sales Representatives 


W. R. Voorhees & Co., 417 Market St., San Francisco 
Thomas A. Troy, 150-152 Chambers St., New York 
Canadian enti J. B. Ramsden, St. Thomas, 
nt. 
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that a ticket on my car, would keep others from 
“running me in.” ‘When you leave town, tear it up,” 
he said. And I did. I will always have a warm spot for 
Lima and its traffic officers in my heart. 

John Knoop is back in the hardware business, 
operating as the Lima Hardware Co. Every hardware 
man in Ohio knows John. He has been a successful 
merchant in about seven northwestern Ohio cities, has 
sold goods on the road and acted as a store manager for 
many years. Every so often he decides to retire, then 
the first thing you know he buys a hardware store and 
makes it one of the outstanding establishments in some 
new town. 

E. Jones has a mighty fine hardware store too. He 
has one of those mezzanines like I saw in Fostoria. The 
ice refrigerator business is very good in Lima and the 
Jones Hardware Co. is getting its share. 

This town also has an interesting and well conducted 
cooperative employee-owned store, known as the Bahr 
Hardware Co. The word Bahr was formed from the 
initial letters of the last names of the four largest 
stockholders. Greenhorns come in and ask for Mr. 
Bahr (so did I) and the boys laugh. They tell you he 
isn’t in. Then some one takes pity on you and ex- 
plains the cooperative plan. M. Hulty is the store 
executive. 

Looks as though Piqua, Ohio will be headquarters 
for us tonight. 








Personalize Your Store—It Will Help Sales 


How many of your employees have fishing for their 
hobby? How many of your employees are crazy about 
baseball ? 

It would be an easy matter to find out how many of 
your employees are fishing enthusiasts and then to 
prepare a window card or advertisement reading some- 
thing like this: 

“Why Fishermen like to Buy their Supplies Here. 

“Sam Peck and Will Roger of this store are some 
fishermen. They spend every possible opportunity in- 
dulging their hobby. And talk about your Tall Tales— 
they sure do tell ’em. Come into our store and hear 
’em talk. They’ll wait on you in the fishing goods de- 
partment. Notice the wonderful line of fishing tackle 
we carry.” 

Such advertisements would personalize and individ- 
ualize your store, would attract fishermen, sport lov- 
ers, lodge members and many others. What is more 
important still, it would materially help sales. 





Practically every business man faces, at some time 
in his career, a stopping place—a time when he feels 
that he can shut off the power and coast. It is the most 
dangerous period of any man’s career. 





A poor salesman at a poor salary is neither an in- 
vestment nor an asset. He is an absolute liability. 





Reputation can make or break any business man. It 
puts him up as a target for love or hate, respect or 
contempt, prominence or obscurity. Fight as he may, 
he must accept its rewards and pay its penalties. 
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How Does a Merchant Differ 


from a Gambler? 


E had been discussing the financial hazards of 
W rover business. Suddenly he asked: 

“What’s the difference between a merchant 
and a gambler?” 

“Well—” we began, 

“It’s simple enough.” 

“In some ways,” we attempted to explain. 

“T’ll tell you,” he interrupted. ‘A gambler conceals 
what he’s got. And a merchant shows everything in 
stock.” 

And then without waiting for our comment he con- 
tinued: “There are lots of men keeping stores all over 
this country who are out and out gamblers. They 
hide most everything they have in bins, on shelves, 
behind doors and in all kinds of out of the way places. 

“If they have luck they cash in on it. If not they 
lose. That’s gambling isn’t it?” 

That was part of a conversation we had recently 
with John T. Little in his store at Spokane, Wash. 
John T. Little is an institution in Spokane. Everybody 
knows him. 

Over his store front he has a sign on which he uses 
his name to good advantage in an advertising way. 
The sign reads: 

“Everybody Needs a Little Hardware.” 

And everybody does use a Little hardware. 

Little does a large business in what is commonly 
called small wares. He calls this class of stock “Little 
Wares.” 

“Show everything in stock,” he says. “Work all 
little stuff to the center of the store and display little 
things prominently in compartments on a _ center 
counter. 

“There’s big money in little things.” ~ 

And he practises what he preaches. He has a horse- 
shoe open counter of small wares in the center of his 
store. 

He installed it in 1924. Since then his sales in little 
wares have increased more than 25 per cent. 

The big thing about John T. Little of Spokane is 
that he has lots of ideas. 











Did You Ever Stop to Think 


HAT your Business is built on friendships 
Terenas for you, your store and your em- 
ployees?) 

‘ That it pays to make a friend of every man, woman 
or child that enters your store? 

That the freckled-faced kiddies who pester you with 
questions will be your star customers tomorrow? 

That the foreigner is very susceptible to kindness and 
courtesy ? 

That the customer doesn’t receive a cent for the time 
he spends looking at your merchandise, but you make 
a living showing it to him? 

That a smile is the cheapest thing in your stock, 
and it holds the greatest possibilities for profit?— 
Llew S. Soule. 
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Thar She Blows! 


Sighting a whale required 
clear vision. Just as good 
judgment will select— 


Mokr lr 
(Reg. U. S. Patent Office) 
WOOD SCREWS—MACHINE SCREWS 
DRIVE SCREWS—STOVE BOLTS 
A 


generous sample bag 
of screws and bolts 


sent on request 


CONTINENTAL 


WOOD SCREW CO. 


New Bedford, Mass. 
U. S. A. 
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Beauty 


and 


Sturdiness 


are Combined 
in the 


“NORWOOD" 
ORNAMENTAL GATES 


Made of Copper-Bearing Rust-Resisting Steel 


ras Wd dd ike ot de al a wows r rs ‘mp platen» 





MR. DEALER! 
Your customer will be impressed with 
the attractiveness and durability of the 
NORWOOD” complete line of GATES, 
FENCE, TRELLIS, TREE and FLOWER 
GUARDS, and RUBBISH CONSUMERS. 





Our Catalog and other Dealer’s Helps 


are yours for the asking. 














—H.L. Brown Fence & Mfq. Co.—! 


Cincinnati, Ohio 
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THE APPEARANCE ATTRACTS 

THEM, BUT IT IS THE WEARING 

QUALITIES THAT BRINGS THEM 
BACK FOR MORE 
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This is only one of many styles of shovels 
made by 


She 
CONNEAUT SHOVEL COMPANY 


Shovel Specialists 


OHIO U.S. A. 














CONNEAUT 
painted or galvanized. 
Painstaking care makes 
SCREEN CLOTH 
“Established 52 Years” 


All meshes, all widths, 
WIRE our Screen Cloth wear. 
Norton Iron Works, Ashland, Ky. 














An EXPANSION SHELL 


With a Sure-Dependable Hold 

Superior advantages: 

1) It grips at the bottom of the hole by 

(2) Burying its jaws in the sides of the 
ole. 

(3) By Underwriters Laboratory test it 
holde until the bolt or the material, 
into which it is placed breaks. 

(4) When properly set it will not come 





-— 


oose. 
(5) Quickly installed. 

Overcomes these disadvantages: 

(1) It is NOT a friction hold. 

(2) No waste from broken or misfitting 


parts. 
(3) Vibration does NOT affect it. 
Made in two types for 15 sizes of bolts. 
Practical in any Solid Material. 
A trial order for testing will soon con- 
vince you. 


Samples on request -No charge. Send for Bulletin No. 55. 
THE PAINE COMPANY 
2951 Carroll Ave. 
33 Warren St. 





Chicago, Ill. 
New York City, N. Y. 
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Opportunities for American 
Made Hardware in 


Australia 


ESPITE the ever increasing competition from 
1) German, Swedish, British and Australian-made 
hardware, American products continue to predominate 
on the Australian market according to Julian B. Foster, 
Asst. Trade Commissioner, Melbourne. American and 
British goods compete largely on a quality basis with 
the best grades of the American products far in the 
lead of all others. German competition, on the other 
hand, is almost entirely on a price basis and though 
these goods undersell both the American and British 
products their quality is manifestly inferior to that 
of the goods of either of the latter. Australian produc- 
tion has made rapid strides, especially during the last 
four years, and it is possible that within a few years 
competition from this source will be more seriously felt. 


Trade Methods 


Practically all of the Australian hardware houses 
purchase their American hardware either through the 
medium of manufacturers’ agents, importing commis- 
sion houses, or importing commission agents. These 
agents usually handle a number of complementary lines 
which in no way conflict with one another and as they 
usually have a number of traveling representatives who 
cover the entire Commonwealth, they are able to make 
considerably larger sales than they would otherwise. 
There seems to be a feeling among the hardware firms 
against purchasing from another hardware house and 
American organizations should be extremely careful 
in their selection of an agent. Agencies carrying com- 
peting British lines should be avoided for it is possible 
that under those circumstances American sales would 
not be pushed as they might otherwise. American 
quality is well known and appreciated by the Australian 
public and usually dealers handling American goods 
push them enthusiastically. 

With the stabilization of the exchange the preference 
for quotations as c.i.f. Australian ports has become more 
marked and this quotation is the one usually asked for. 


Advertising—Trade Outlook 


American hardware is accorded prominent display in 
the show windows of the large hardware stores of Aus- 
tralia and exceedingly attractive arrangements are 
the rule. American manufacturers, therefore, do well 
to keep their Australian representatives supplied with 
advertising novelties and materials as window displays 
are accorded considerable interest by the Australian. 

The outlook for the American manufacturer of hard- 
ware in the Australian market is particularly good 
despite the increasing competition noted above. The 
strength of the American article rests in its “quality,” 
and, accordingly, none but the best grade goods should 
be sent out. 
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Montgomery Ward Adds 
Traveling Exhibit to 
Display Plan 
Chain of Accessory Stores Will Be Operated in 


Addition to Permanent Small 


Town Exhibits. 


WO radical new experiments in mail-order mer- 
chandising are to be begun within the next few 
weeks by Montgomery Ward & Company. 

The first of these, according to Theodore F. Merseles, 
president of the company, is a chain of stores, in towns 
ranging from 10,000 to 15,000 population, selling 
automobile accessories such as tires, batteries and tubes 
and radio batteries and tubes. The second mail-order 
innovation is a “road show” or traveling exhibit of a 
large number of the company’s lines of merchandise. 
This is to be placed in towns of from 10,000 to 20,000 
population. It will occupy store space in a town for 
sixty or ninety days. and then move on to another town. 

Both of these somewhat revolutionary projects are 
the outgrowth of Montgomery Ward’s recent experi- 
ence with its permanent exhibits of merchandise located 
at Marysville, Kan., and Plymouth, Ind. All three 
developments are parts of a unified plan to show Ward 
merchandise to customers in every section of the coun- 
try outside of the big cities. 


Number of Stores Not Announced 


The number of tire and radio accessory stores that 
the company contemplates opening has not been an- 
nounced, nor has the date for the opening and loca- 
tion of the first store been made public. Representa- 
tives are scouting for locations at present in towns of 
from 10,000 to 15,000 people. 

Sales in automobile tires, tubes and batteries at the 
Ward displays in Marysville and Plymouth have been 
well above expectations. That fact alone is largely 
responsible for the company’s decision to broaden out 
this feature into a chain of stores selling automobile 
and radio accessories. No merchandise except that 
offered for sale and immediate delivery is to be stocked 
in these stores. 

“Today there is a car in nearly every American 
family, especially in the rural community,” one of the 
Montgomery Ward executives told Printers’ Ink re- 
cently. “In other words, there is a big rural market 
for automobile merchandise. We happen to be in a 
strong position to meet competition in tires, tubes and 
so forth. These items are leaders with us. With our 
own retail stores located in rural buying centers we 
expect to be in an even better position to add to our 
merchandise sales in these lines. At the same time 
we expect more than sales of automobiles and radio 
accessories. 

“The local managers of our stores will be contact men 
between us and our customers. They will be expected 
to promote sales of all the items we list in our catalog 
and to assist the people in their sections in making the 
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No Deviation 


The Coes Knife-Handle 
Wrench is the standard 
wrench for all general use 
and its Quality is as fixed 
as is the policy of the com- 
pany back of it. 


Seven sizes: 6” to 21”. 
Keep supplied through your 
Jobber. 


Coes Wrench Co. 


“In business since 1841” 


Mass. 


Worcester 
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Selling Agents 


De Gee ee Ge Gas ce ceccecves 29 Murray Street, New York 
JOHN H. GRAHAM & CO........ 113 Chambers St., New York 
FENWICK FRERES ........... & Rue de Rocroy, Paris, France 





SOLDERING 


Used for soldering and tinning all metals and acts as a 
complete substitute for Acids, Zinc Chloride and Salam- 
moniac. It is non-poisonous, non-injurious and non- 
explosive. <A little Rubyfluid makes a tight joint with 
little solder. 


No Washing or Buffing Needed 


° 
Send today for a FREE sample. 


RUBY CHEMICAL CO. 
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Showing Window Showing Window 
Closed. Manufacturers of Open. 


“Quality Hardware Since 1876” 
Window and Door Specialties 
Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 
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Osborne High Grade Punches 


Arch Punches 
Spring Punches Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 
Tools. 

The above tools will please your customers, as well as our 
famous Round and Oval Punches. 

Remember we have had ninety-nine years of successful manu- 
facturing experience, employ only skilled workmen and use the 
finest quality of materials. 

We stand back of every tool we make 

Write for Catalog 


Cc. S. en & CO., NEWARK, N. J. 
ESTABLISHED 1826 


Belt Punches 


Try us. 











AJAX 
ST. Louis 


Multi Radio Plugs 
No. 18—For Jacks 
No. 18A—For Binding 
Posts 

Connect One, Two, Three or 
Four Receivers or Loud 
Speaker—Always In 
Series. Giving 
equal amount cur- 

= rent to all Multi- 

= ple connections will ¥ 


AJAX St. Louis For 
Radio Accessories 


give good results 
only 4 ae of least 
resista 

LIsT EACH, $1.00 


Complete Antenna Sets or any Parts—at Lowest 
Factory Costs — Standard or Special Assemblies. 
Write For Price Sheets on Complete Line 


AJAX ELECTRIC SPECIALTY CO. 
1926 Chestnut St.—St. Louis, Mo. 











BEST QUALITY AT 





RIGHT PRICES 


“Always Reliable” 
TORCHES & FURNACES 


Made in all sizes and grades. Write for 
catalog illustrating and describing entire 


line. 

FULLY GUARANTEED 
Most jobbers carry them in stock. 
will gladly order. 


OTTO BERNZ CO., INC. 
ee N. J. 


Stocks in Newark, J.: New York City, 
Chicago By San Francisco 

Offices in Newark, . Jd.: New ._— City, 

Chicago, Fort Worth, Denver, Helena, Mont.: 

neisco, Los Angeles, Seattle and St. 
Thomas, Ont. 


Others 


6 Pt. San Fra 
FOR GASOLINE 














A FULLY RODDED VARNISHED 


STEP-STOOL 


AT $7.50 PER DOZEN 
~~ 


A FULLY RODDED 


STEP: LADDER 


TOP a 
RDER FT. INS, 4, NS and 6 ft. LENG 


ABOVE PRICES ALL F.O.B. FACTORY 


STERLING STOOL & STEP-LADDER Co. 
STERLING, ILLINOIS 
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most intelligent and the fullest use of the catalog. We 
look for the store manager to sell the merchandise he 
has in stock, but having sold a customer tires, we 
expect him to develop that customer into a buyer of 
other items. His presence in a small town which is a 
buying center, will mean in addition that we at head- 
quarters will have frequent reports as to conditions 
and buying habits in the territory around his store.” 

The Ward plan to operate traveling merchandise dis- 
plays grew out of the company’s present permanent dis- 
plays which have been open for a little over a month. 
These permanent displays are located as a matter of 
policy in towns of about 5000 population. Usually, it 
is impossible to secure anything larger than a 25 by 
150 foot store in towns of this size. As a consequence 
of this, only a few of the house’s lines can be shown. 
The traveling exhibits will be sent only into cities and 
towns several times as large as Marysville and 
Plymouth and the plan is to house them in quarters 
affording from sixty to seventy-five feet of window 
frontage. 


Eight Million Customers 

“Probably we will be able to show 85 per cent of 
the lines we sell by means of this temporary exhibit,” 
George E. Crandall, vice-president in charge of sales 
and advertising, says. “So far we do not intend to 
sell anything at retail. The man or woman who has 
bought perhaps a few items from us in the past will 
have a chance to get better acquainted with us and 
to see the values we are offering in a wide variety of 
different articles of merchandise. We are working for 
customer education from a new angle. After an exhibit 
has been conducted for two or three months in one 
town, we shall ship it to another town for showing 
there.” 

At the present time the company lists about 8,500,000 
customers on its books. That is practically one tamily 
in threein this country, and executives of the company 
admit that they have about reached the saturation point 
for their catalog circulation. To add circulation will 
reduce the average return for each catalog. As a 
matter of fact, the only big opportunity to increase 
circulation exists in the cities where mail-order selling 
is obviously out of its element. 


Prssent-Day Conditions 


Under present-day conditions the mail-order house’s 
shining opportunity is to get its present customers 
buying to fill more and more of their needs regularly, in- 
stead of just an occasional item now and then. That, 
in short, is the central purpose of every one of the 
experiments that Montgomery Ward is carrying on. 
Showing merchandise itself to back up quality claims 
and pushing the sale of items for which there is a big 
established demand are only two methods of getting 
the catalog to work harder. 

Neither the stores soon to be opened nor the travel- 
ing exhibits will have any effect on the permanent mer- 
chandise displays startedin August. The third of these 
will open at Little Falls, Minn., on Oct. 2 and the 
company has options on other locations. 


(Courtesy of Printers’ Ink) 
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Safe Sailing 


N comparison with the remarkable 
| importance of his voyages and 
discoveries, relatively little is known 
about that great Dutch navigator, 
Hendrick Hudson. But one fact is 
definitely known. It is that when 
his little ship, the Half Moon, got 
into any tight places on its memor- 
able trip up the great river which now bears his name, 
he was compelled to send small boats ahead with sailors 
in them who “heaved the lead” to determine the depth 
of the water at various locations. 

Of course, a great many changes have taken place 
since that memorable day in September, 1609, when the 
Half Moon slipped in past the Navesink Heights. For 
instance today the great cable-laying ship, Cyrus Field, 
owned by the Western Union Co., can accurately tell 
the depth of the water beneath its bottom, even when 
it is in mid-ocean, without its operating officer leaving 
the bridge of the vessel. An electrical oscillator at the 
hull of the boat produces a loud sound which travels 
to the bottom, beneath the boat, and there echoes back 
to a hydrophone, also on the hull of the boat, which in 
turn transmits to the officer on the bridge information 
as to the length of time which has intervened translated 
into terms of fathoms of water. This device is known 
as the fathometer. 

But, where is there a retail establishment which does 
not have readily accessible a sort of fathometer to read- 
ily advise the officer on its “bridge” of its proximity 
to danger? It may not be labelled “fathometer,”’ but it 
does have a very well-known and definite label, namely: 
“Credit Department.” No fathometer ever gave warn- 
ing of the proximity of ever-lurking and ever-feared 
shoal waters more quickly and accurately than a good 
credit department can give warning of “shoal” financial 
conditions. If this is not the case in your specific 
establishment, it is either because your credit depart: 
ment is not functioning correctly or else because the 
“readings’”” which that department is furnishing are 
not given the importance they deserve. Some day, 
credit departments are going to be freely accorded 
equal importance in businesses with sales departments. 
They should have it now. 











International Broadcasting 


International broadcasting will soon be a reality, and 
it will pay to keep in touch with the scientific experi- 
ments now being made in this direction in order that 
you can cash in on it when it comes. Suitable window 
and interior displays emphasizing the international 
aspect of radio will mean many additional sales. 
Experiments already have demonstrated the feasibility 
of international broadcasting, by means of relays, and 
it is only a question of time when it will be an everyday 
occurrence. 
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Russell Jennings 
Auger Bits 


Patented by 
Mr. Russell Jennings 
in 1855 







No. 101-E 


Electricians 
Auger Bit 

Quick Boring Thread 
Single Lip and Spur 
Russell Jennings Mfg. Co. 


Chester, Conn. 














\lost convenient wrench made for general use. Com- 
bines Adjustable “S” Wrench with Nut Wrench in a 
practical way. 

Gets into and out of places where a Monkey Wrench 
cannot be used. [o:aed-steel jaw. Malleable handle. 
6 sizes: 4 to 14 in. Werte for Discounts. 


The Keystone Manufacturing Co. 
Buffalo, N. Y. 


Sales Representatives—Surpless, Dunn & Ce. 
New York Chicage 
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REGISTER 
SHIELDS 
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SSS Ss 8 terwwg adjust- 
” able register 
shields are in big demand, because they keep 
dust, dirt and soot from coming through the 
registers. Fit all size registers. 
Floor Shield retails at $1.50; 
Wall Shield at 75c. 




















Write ENAMELED HANDLES 





Basting Spoons— Mixing Spoons—Whipping Spoons—Spatula 

Knives—Bread Knives—Pancake Turners—Meat Forks—Soup 

Ladles—Bottle and Can Openers—lIce Picks—Orange Peelers, Etc, 
Vaughan Can Openers sold all over the world. 


3211-3225 Carroll Avenue CHICAGO, ILLINOIS 
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I—It merchandises itself from the & iy 
dealer’s shelf. by! 
2—The flint is inseparably glued to the ey: 
paper with the strongest glue ever '# 
used in the manufacture of sandpaper. jy raul: T; LA R) [A 
3—The crystal flint is so hard and sharp #7 ipe H = S 
and cuts so rapidly that mechanics For CUP (0) RD Doors 


accomplish more and better work. | 


4—Because CLOVER Sandpaper is a 
standard product backed by a reliable 
company of 20 years’ standing and 
is “As good as CLOVER Grinding ‘**% 
Compound.” ag The popularity of Dexter cupboard 

Def gs ji 

If your Jobber doesn’t handle CLOVER 7; es Attala ang ted what 2 de- 

Sandpaper, we will ship direct and pre- %¥ cided “hit” these latches make with 

pay charges. sith women home buyers. Women, espe- 

Send for Samples. Sa cially, appreciate the exceptional 

yt beauty of Dexter cupboard latches. 

ix sd value pga om | = rae clean 

xh eatures an e fac a ey are 

CLOVER MFG. CO. MS bound to work perfectly for years and 
110 Main St., Norwalk, Conn., U. S. A. years. 


The Largest and Oldest Manufacture?s The progressive builder fully realizes 
of Abrasive Compound in the World the value of incorporating interest- 
compelling items of this kind in the 
homes he builds and once he tries 
Dexter cupboard turns he is sure to 
be a steady user. 


Follow the lead of hundreds of other 
dealers who are doing a big volume of 
highly profitable business on this 
item. Investigate now. 
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Clover Dealers Get Clover Business Service Free 
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NATIONAL BRASS CO. 
1611-1619 Madison Ave. 
Grand Rapids, Mich. 
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Ream Package Unit Shelf Package 
For Bulk Consumers For Retail Shelf Trade 


C$ 
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CLOVER MFG. COMPANY 
110 Main St., Norwalk, Conn., U. S. A. 


Gentlemen: Please send us Samples of CLOVER Sand- 
paper and refer us to nearest Jobber. 


a5 
eee 


¥ 


ee ce eenanana ct 
x i es Oe 
PAA Vas 4 : sh; °% 
’ ‘ A < as ~~. a . 


£3 


Dealer’s Name 


Address 


~~ Db MOA ar 4, Ws ro eh he » rs. a tay So - > s Pg “ bs — 
Bye a S| ee See Ota Fe ap SRE ies at oes 
© 8 Nenu, en te Sed Lapa eis SU es ees RET: 2 


4 pesssaeneees 


ee wue D2 is 














October 7, 1926 






CHICAGO SOLDER COMPANY 
4205 Wrightwood Avenue Chicago, U.S.A, 
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ESTER Metal Mender, besides 
being a fast seller in itself, is now 
backed up with 5,000,000 sales efforts 
per month. This sort of cooperation is 
opening up more business for dealers 
everywhere. Kester Metal Mender—a 
household solder—is the small package 
of Kester Acid-Core Solder. It carries a 
clean profit, and enjoys steady repeats. 
Our tremendous advertising support is 
developing sales on Kester Metal Mender— 
and, in turn, this small package of Acid-Core 
Solder is responsible for the increase of sales 
on the 1, 5 and 10 lb. spools. 


The proof of this fact has caused wise deal- 
ers everywhere to carry a reasonable stock 
of the already fast selling Kester Products. 


Jobbers everywhere can supply you 








~~ 


Originators and World’s Largest Manufacturers 
of Self-Fluxing Solder 
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(STEEL) 
MEASURING TAPE 








HIS newest tape can be profitably re- 

tailed at a price so low that no home 
owner will be without one. In fact “Four 
out of every five” customers will buy it for 
general use. 






it is a pepular utility article, ab- 
solutely accurate, with clear cut, 
easily-read graduations, by far the 
best value K & E dealers have 
ever offered the trade. Special at- 
tention is called to the handsome 
appearance, leatherite covering and 
nickel-plated mountings. 


END-FASTENER 


(Patent Pending) 








SMALL. 
Mt 
SSL. 








At a slight extra charge you can offer this tape with 
the new K & E “End-Fastener”—our exclusive im- 
provement (Pat. Pending). No extra person needed 
to hold the other end. 


Furnished in 25, 50, 75 and 100 ft. lengths. 
Packed one in a box, Send for Prices and Dis- 
counts today. Display material FREE, 


KEUFFEL & ESSER CO. 


NEW YORK, 127 Fulton St. 
General Office and Factories, HOBOKEN, WN. J. 


CHICAGO ST. LOUIS 
516-20 8. Dearborn St. 817 Leeust St. 
SAN FRANCISCO * MONTREAL 


30-34 Second St. 5 Notre Dame St., W. 
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CORBIN 





Weed Serews 
Drive Serews 
Ceach Screws 
Machine Serews 
Set Serews 

Cap Serews 


Sew Screws 

‘Thumb Screws 

Hend Rail Screws 

Special Automatic Serew 
Machine Products 

Steve Bolts 

Tire Belts 

Agricultural Belts 

Sink Bolte 

Hanger Bolts 

Machine Serew Nuts 

Steve and Tire Bolt Nets 


Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts 

Jeck Chain 
Plamber’s Chain 
Register Chain 
Sefety Chain 











UNIFORM QUALITY and ADEQUATE STOCK 






















Fernece Chain 
Ladder Chat The CORBIN SCREW CORPORATION 
SS The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 
Werchousee——New York, Chicago, Philadelphie 


CORA Western Factery—Dayten, Ohie 


Specdometers 























The Customer with a Hobby 


He usually has one little plot, carefully cultivated, grow- 
ing every sort of a vegetable that’s sold by the package. 
Perhaps a set of tools—good tools—a few garden imple- 
ments and a deep-seated faith in his hobby—/is home. WI} 





He isn’t so hard to please—just a little economizing, doing NtKOLITE 
his own repairs during the week-end, and depending on his TAT 1 
home-town dealer for supplies-—and advice. DOUBLE OR y 


oie cat 
” > ~~ $ 


If you pass his home some time this summer look over his 
rescreening job. “Perfect” was a good selection. You will 
be glad vou recommended it. 


Your Jobber stocks “Perfect.” 





LUDLOW-SAYLOR WIRE CO. 
St. Louis, Mo. 
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pe out all Summer must now be put in. Some space in 
your show windows devoted to Red Devil Glass Cutters will 


sell many at this time to passers-by. Try it. 


LANDON P. Smirn, INc., 111 Coir St., Invincton, N. J. 
SUCCESSOR TO SMITH & HEMENWAY CoO., INC. (Glass Cutter Business) 





Spruce Ladders 








Special strong, durable, 
Extension and Step Ladders 
for All Uses. 


Machinists 
Carpenters 
Painters 
Farmers 
Roofers 


Everybody that uses Ladders 
Write for Circular and Prices 


W. W. BABCOCK CO. 
BATH, N. Y. Ene OT 


Mechanic’s Extension Ladder, Under Weight 1375 Pounds. 
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Customers like the 
Personal Service of 


THE GLASS DEPARTMENT 


HEY like to feel that you have 

a sympathetic interest in their 
household problems—whether it 
means a new glass for grandma's 
picture or a new pane for the attic 
window which the storm blew in. 
And in cutting the glass to fit cus- 
tomer’s requirements you have an 
opportunity for personal service 
afforded by few other departments. 
Repeat sales are either the result-of 
such service of exceptional mer- 
chandise or of satisfactory prices. 
Why not offer them all three induce- 
ments by equipping your glass de- 
partment with 


‘% BEST 


It is superior to ordinary window 
glass because of its clear vision, 
perfect flatness, freedom from de- 
fects, uniform color and great tensile 
strength. And the beauty of it all 
is it costs no more! 


SOLD AND DISTRIBUTED BY LEAD- 
ING JOBBERS IN THE PRINCIPAL 
CITIES OF THE UNITED STATES 











GENERAL OFFICES: PITTSSURGIL PA. [BRANCHES IN 1 PRENCIBAL CITIES 
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“ALLENS” Hold 
in Moving Parts 


It takes more than a tight set-up to 
keep a set screw tight in a vibrating 
part. Your customers know they 
loosen—through off-pitch threading. 


The test-operation pictured above 
makes sure that Allen screws fit tight 
-—and stay tight in moving parts. 


After being threaded to standard 
gauges, “Allens are checked with 
pitch micrometers; the pitch diameter 
held to tolerances which make for the 
truest fit in the tapped hole. 


Where there's any trouble with screws 
working loose, get your customers to 
try some Allens and try to lose them 
out of a moving part! 


The new Allen booklet fully explains 
the ‘‘staying power’ of accurate 
threading and_ cold-drawing. With 
size and price-charts, sales-points 
complete. 


The Allen Mfg. Co. 


139 Sheldon St., Hartford, Conn. 


Branch Offices: 


W. C. Stauble R. E. Gregory 
2704 Rochester Ave. 1029 Wesley Ave. 
Detroit, Mich. Evanston, IIl. 

E. P. Crawford W. J. McRae 
3348 No. Park Ave. 320 Market Street 

Philadelphia, Pa. San Francisco, Cal. 
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Your Profits Are Sure 
With Witt Cans 


You can’t lose with a Witt Can. Its rugged 
construction lifts it above competition. The 
manufacturer’s guarantee that it will outlast 
three ordinary cans protects you. Its lasting 
qualities bring you that coveted “customer- 
satisfaction” advertising, and a rapid turnover 
with three times the profit you would make on 
an ordinary can. 


Witt Cans are made of special analysis sheet 
steel, corrugated for added strength. Solid 
beaded steel bands top and bottom. One-piece 
heavy gauge, slightly concave steel bottoms, 
raised from the floor. Snug-fitting inter- 
changeable lids. Can is hot-dip galvanized 
after being assembled, making it watertight, 
fireproof, and the best looking can on the 
market. 


The “ash season” is on right now, and live 
dealers are getting the profits. If you are not 
getting yours, send in a trial order today. Your 
jobber can supply you, or write 


THE WITT CORNICE COMPANY 
2111 Winchell Ave. 
Cincinnati, Ohio 


Manufacturers of 





CORRUGATED 
"CANS ad PAILS? 


The Brighton Line of Cans and Pails is of medium weight and splen- 
did construction. A good seller for the special sale. Ask about it. 











“STURDITOYS” 


Trade Mark Registered 
The Line of Refinements— 


WILL BE ON EXHIBIT AT THE 
HOTEL AMBASSADOR, ATLANTIC 
CITY, DURING THE CONVENTION 
OF THE N. H. A. 


Jobbers Are Invited 
CAN STILL MAKE HOLIDAY SHIPMENTS 





Here is the Complete Line of 


“STURDITOYS” 
Water Tower American Railway Ex- 
Coal Truck press Truck 


Regulation Dump 


Gondola Dump Truck Truck 


Chemical Pumper Steam Shovel 


U. S. Mail Truck General Delivery Truck 
Oil and Sprinkler Truck Police Patrol 
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We illustrate the “American La France” 
Chemical Pumper and Water Tower. 
Both really pump water. 


SEND FOR 3 COLOR CATALOG 





Davis & Voetsch, Pressed Metal Co. 


Inc. | Pawtucket, R. I. 
242 4th Ave., New York City 
Sole Distributors Builders 
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GREASE Cups 
Oi. Cups 


HE constant demand for oil and 

grease cups as repair and re- 
placement parts as well as for new 
work makes them an indispensable 
part of the stock of the up-to-date 
dealer. The Empress line of grease 
and oil cups is complete. It consists 
of over fifty types each in several 
sizes. Whatever the need, there is 
an Empress cup for it. 











Booklet No. L-103 gives full data on the 
complete line. Write for it. 


BOWEN PRODUCTS 
CORPORATION 
Main Office 
AUBURN, NEW YORK 


Branches 


_......'6t Massachusetts Ave. 
412 Wrigley Bidg. 
7113 Euelid Ave. 

Ww. en A 








220 Broadway 
Monadnock Bidg. 
Manufacturers of Empress 

Lubricating Devices 
since 1890 
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Key-Cutting Made Profitable 


The Segal Rectifying Key-Cutter Cuts an Accurate Key 
N . ° s 
a 600 in Less Than a Minute 


. Cuts all makes of flat keys, such as trunk, “Fe 
letter-box, padlock keys, etc., as well as cylinder ae P - 
or paracentric keys. ae an 

. Cutters and guides need not be changed. 


. Cuts from the lowest groove, as the manufac- 
turer does, or from the bottom of the key, as 
you prefer. 


. The patented constructed vise holds the key in 
place so firmly that it cannot slip. 


. Gauges key from upper shoulder. 


. Extra length rotary shaft bearing, which in 
sures accuracy, strength and durability. 


. Cuts key in less than one minute. 


8. Makes an accurate duplicate out of an inac 
curate blank. That is why it is called the Rec 
tifying Key Cutter. 


. Operates by hand or power. 


SEGAL LOCK 
and HARDWARE CoO., Inc. 


155-161 Leonard St. New York, N. Y. 
“a FAG 


Originators of Jimmyproof Locks Booklet wei: Biaiiaet 
PHILADELPHIA BOSTON CLEVELAND DETROIT CHICAGO 
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Sanitary All Steel Cork Insulated Refrigerators 


These high grade all steel cork insulated refrigerators are constructed with the idea of combining the long 
wearing qualities of steel together with the efficiency of an all wood box. All parts are easily removed 
for cleaning. The hardware is cast brass with a highly polished nickel plated finish. All doors close 
air-tight on cushion gasket. 














TOP ICERS FRONT ICERS THREE DOOR SIDE ICERS 

Ice Ice Ice 
No. Width Depth Height Cap. Price No. Width Depth Height Cap. Price No. Width Depth Height Cap. Price 
306 EE...... 20% 17% 42 65 $20.00 306% EE.... 20% 11% 42 65 $20.00 379 BE...... 31% 18% 43 65 $33.00 
307 EB...... 24 18% 44 95 22.30 311 EE.... 25 19% 48 105 27.00 380 KE...... 33% 20% 45 95 38.00 
309 EB...... 30 19% 48 125 26.30 315 EK.... 29 19% 48 135 30.00 381 ED...... 34% 20% 47 #125 40.00 
The letters EE, as 306EE, indicate a white enamel exterior and interior. Any of the above boxes can be furnished in 


a satin gray exterior without additional charge. 


To dealers who buy in lots of ten boxes we offer a trade discount of 10%, to those who buy in lots of twenty-five, a 
trade discount of 10-5%. 
Prices are all F.O.B. factory. 2% for cash 10 days, net 60 days. 


SANITARY REFRIGERATOR COMPANY, Manufacturers 
FOND DU LAC, WISCONSIN, U. S. A. 
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Shee 
A FINE SELLER ———__ RADIAN 
—this No. 592 Kennedy Heater No. 592 


aaron 6 ming al ee Dasa sca: he One of a line of four moderate-priced Kennedy 
is a fine looking heater—notice the simple, Othe ; 
effective design; the graceful lines. And it sells at amen OP RAP SESE eet, 
a price that is eminently ‘‘right.”’ 


Like all KENNEDY HEATERS, regardless of price, 
it has the 


KENNEDY SOLID SHEETFLAME 


extending clear across the front of the heater, giving 
equal incandescence to the glowers from top to 
tom and yielding the highest heating aiicleney. 
This is an exclusive KENNEDY feature. (‘The Solid 
Sheet Throws Out More Heat’’). 

Good looks—more heat—a price so reasonable 
that it is really noteworthy for a heater having so 
many exclusive features. is is a trio of genuine 
talking points that will make quick and profitable 
sales for you. 

I have a good new “consumer” folder which illustrates 


HEATERS 











a Kennedy line and gives complete specifications of 592 (5 Sections) 492 (4 Sections) 

eac eater. A real help to you in your selling. Supplied 

in reasonable quantity with your order. Ask for dine. No. Sections Width Height Depth Ship. Wet. 
Also write OR WIRE for my 1926 Dealer Proposition. 492 4 23” 19%” 8” 36 Ibs. 
Do it to-day before the season gets further advanced. 592 5 26” 19%” 8” 42 Ibs. 
Shall I put you on my list for a regular copy of KEN- 

NEDY-GRAMS, a publication of live sales-helps for gas Finished in Satin Ebony Black Japan, with brass-finished 
appliance salesmen ? wings, fender, columns and legs. 











RADIANT HEAT CORPORATION of AMERICA 
The Sheetflame 25 Wilbur Ave. Long Island City, N. Y. 


Ad-Man Tue J. G. Wurre MANAGEMENT CorporaTION, Operating Managers 
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H ERE, at bast, is a stee! tape that won't rust. Carpenters, 
builders, contractors, wrveyors, mechanics -~ every- 
body who has used stee! tapes knows how often they 
have to be scoured and what scouring does to a tape. 
But this tape can’? rust — it's made from genuine Stainiess 
Steel. Use it in mud and water as much as you like —~ and 
then wind it up end forget u. It won't rust or stain, it will 
never need scouring or cleaning and the graduations will be 
as sharp and distinct after years of use as when the tepe was 
new 
Madein 3, 75 and 109 ft. lengths of genuine Stainless Steel ; 
graduated in feet, inches and eighths of an inch or in feet, 
tenths and hundredths of a foot. Quick reading figures —the 
foot mark i shown in a different size figure before each inch 
mark Has leather cease and push button handle. Ask your 
hardware dealer for Starrett Stainless Stee! Tape No. S20. — 
You also get these same fine non-rusting qualities in Starrett S originators of the Tubular 
Stainless Stee! Rules, 6 and 12-inch lengths, hardened Ce , } . 
teripered, and in 6-inch lengths flexible -- graduated in C d 
and i6ths on one side and 32nds and 64ths on the other. and linch rivets an with 
If you're interested in fine tools, write for a free copy of the 
3S2 page Sterrett Catalog, No. 23 : a record of more than fifty 
Starrett Deaters are 
displaying Starrett THE L. 8S. STARRETT CO., = MASS. " 
ae me vdngperkory is years of successful accomplish- 


end Relies the werk Steet Tepes — Stondard for EN 
ef Oct. Mth—dook for 


tots acnearihe | | bt, ment behind us, we know that 

ety Starrett this product cannot be made 
) STAINLESS STEEL : name 

sly met aid better or priced fairer than 


ond ree we make them and price them. 


ml 


ee Coast Representative 





ia Cocatiae Siotalsce ltée ts menstamtaeed oatinbic tit aatonte ot the | 
AMERICAN STAINLESS STEEL COMPANY Commonwealth Building, Pitesburgh, Pens. | J.T. MecDEVITT 


Over 4,000,000 


SAN FRANCISCO, CALIFORNIA 
Over 4,000,000 readers of business and na- 
tional monthly and weekly magazines will see — = 
this advertisement which appears in the Satur- Fcc 
day Evening Post for October 9th. 








You'll want to tie up with this intensive cam- 


paign for Starrett STAINLESS Steel Tapes TUBULAR RIVET & STUD : 
and Rules. Write now for window display COMPANY 


material and get your share of the business 

BOSTON 
by making a Starrett Tool and Stainless Steel 
Tape and Rule display during the week 
October 3d-9th. 
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THE L. S. Starrett Co. 


World’s Greatest Toolmakers 
Manufacturers of Hacksaws 
Unexcelled 
Steel Tapes—Standard for 
Accuracy 


Athol, Mass. 
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Sell Starrett Tools 
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EMPIRE PRODUCTS 


Coffee Basket per- 
forated at top and 

bottom only. in- 
Welded Spout sur ingfull strength 
No Solder coffee 


Handles securely 
Seamiess Drawn attached 

y-- © or . 
Aluminum Empire Patented 
Emersion Type. 
Heating Unit, in- 
suring quick per- 
colation 





Valv Double-Wa!'ied E! t Wire Extended 
Canlan Wann ee direct to Terminal Pins 


Stee! Insula Plate Element Quickly 
Cannot Burn Table Removable 


Empire Advantages 
Will Help You Sell 


More Percolators 


Thecombinationofattractive 
prices and unusual construc- 
tion {shown above} will help 
sell Empire Percolators faster 
than you have ever sold per- 
colators before. 

It’s acombination thatgives 
you an opportunity to tap” 
that big market which has 
hesitated to buy quality 
products because of the high 
prices usually asked. 

Empire percolators over- 
come that objection. Empire appliances also appeal 
to this big untouched market—a market that will 
yield profit for you. These appliances have superior 
quality at unusually attractive prices. 

Send for the Empire catalog. See the full line of 
quality products; note the popular prices. Then 
place your order. 








S-75 
Empire Waffle Iron 


This original pack- 
age of 2-cup eiectric 
percolators makes an 
attractive display. It 
is a splendid appli- 
ance to demonstrate 
the quality of the 
entire line of Empire 
appliances and per- 


colators 





METAL WARE CORPORATION 


Also Manufacturers of Empire Electric Steam Engines and Ranges 
Sales Offices: Chicago, Iil. Factory: Two Rivers, Wis. 





Don’t Let Habit Keep 
You from Added Profits! 


Some hardware dealers delay the advantages of 
Warren Fixtures because they have become ac- 
customed to going on day after day with their 
present shelving. They fail to realize it is the 
newer and better merchandising idea that stirs 
buyers. 


There are many reasons for postponing, for hold- 
ing up, for neglecting the change that would keep 
their business progressive. Some of those reasons 
may appear good, but all are bad, when you realize 
you are not maintaining a sound business growth, 
and inviting competition. 


WARREN FIXTURES 


Literally, thousands of hardware dealers throughout the 
country are making a’ bigger profit each year with their 
Warren Fixtures. Add to this the more attractive store, 
the saving in time and labor, protection to merchandise, 
quicker service, satisfaction and economy. 


With months of good business ahead of you, it is well 
to consider breaking away from the habit of your old 
shelving now. Prepare to make the best of these good 
business months with Warren Fixtures and Display 
Tables. To postpone action means certain loss of pos- 
sible profits, with no offsettng gain. 


Our Catalog of Warren Fixtures, 
or Folder illustrating and describing 
Warren Display Tables with prices, 
will be sent upon request to those 
interested. 


J. D. Warren Mfg. Company 
159 No. State Street Chicago, Illinois 
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Every Hardware Buyer 


Needs Hardware Age 








No sane business man would think of 
buying stock in Wall Street without first 
looking up the market quotations in his 
daily newspaper. 


Real hardware merchants are just as careful to look 
up the current market prices in an authoritative 
Hardware paper. Money can be made at the duy- 
ing end of your business as well as at the selling end. 


Keep posted each week on the hardware market 
prices which are quoted in HARDWARE AGE. Just as 
you consult your thermometer to see how hot or cold 
the temperature, so should you consult this reliable 
business barometer to obtain information that will 
enable you to buy at or near the bottom every time. 


HARDWARE AGE 


* The weekly text book of hardware merchandising "’ 
239 West 39th St. -:- New York 





YEARLY SUBSCRIPTION RATES: United States, $3.00: Canada, $4.00: Foreign. $6.00 
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Old-fashioned 
Stove Polish 
Does Only 
Half the Job 


Water alone won’t do a good job of 
hand washing. Same with old- 
fashioned stove polish—it puts a 
gloss on a stove but it neither pre- 
vents nor removes rust. STOV- 
OIL does both because it is a 
chemical product with an entirely 
different base. It comes in bottle 
form with screw cap. A little of it 
goes a long way. Thousands of re- 
tailers handle it—eight years adver- 
tised—try 3 dozen from your job- 
ber or direct. Satisfactory retail 
profit—write for circular. 


Pacific Coast 
Distributors 


General Sales 
Corporation— 


718 Mission St., 
San Francisco 
747 Everett St., 
Portland, Ore. 
350 E. Ist St., 
Los Angeles 


Superior 


Laboratories 
Dept. 1102 


Grand apids, Mich. 
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“A Good Fence 
Protects More Than Property— 


It Protects the Dealer Who Sells It’ 


“When a homeowner erects a fence he expects it 
to give long service.” 


“The homeowner doesn’t put up a new fence 
every little while. When he erects a fence he ex- 
pects it to give long service. Sell your customers 
wire fence that will create confidence in your 
store by giving the kind of service they expect. 
Dwiggins Ornamental Wire Fence will give more 
service than usual because it is unusually well 
made.” 


“If you will drop us a line we shall be glad to send 
vou further details.” 
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Our Flower Bed Guard. The above cut shows one of the 
many uses for this fabric and is a protection for flowers and 
shrubbery, against dogs and chickens. The projecting ends 
(not visible in cut) go into the ground, so it is not necessary 
to use posts. 


No. 80 Complete Lawn Fence with Style B Wire. 
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No. 80 Fence is a good one and not expensive. It is 
cheaper than wood posts and a wood railing, and is 
much neater, and gives your yard a classy appearance. 
You can not make a mistake by purchasing such a fence 
when not wanting to invest in a heavier and more ex- 
pensive ornamental fence. The gate posts, end and 
corner posts are made of 2-inch heavy angle iron. The 
line posts are made of heavy 1%-inch angle iron. 


DWIGGINS WIRE FENCE CO. 


Anderson, Indiana 
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Better 
Order Now! 


Ice is due soon and these 
will soon be in demand. A 
vreat seller wherever 
known and the only real 
ice-chopper made. Most 
of the large cities are using 
them in Park, Street and 
school Depts. 

Also largely used in hull 
scraping, removing old 


shingles, even to peeling 


bark. 

Made with crucible tool 
steel edge—highest quality 
steel made. 


Better Order Now 


The L. & I. J. White Co., Ine. 
125 Columbia St. Buffalo, N. Y. 











“‘Improved”’ Guaranteed 
Jersey 


Shoe Lasts and Stands 


They are lock bearing and absolutely the best of 
their kind. 


If you are stocking lasts and stands similar to the 
JERSEY it will be to your interest to get in touch 
with us before placing your next order. 


We will show you that you will increase your sales 
on Lasts and Stands by stocking JERSEY. 


Look | 


for 


This JN 
Sra Mark |S 
: V 

* enotes 


Quality, 
Durability. 


STAR HEEL PLATE CO. 


Louis Sacks, Inc. 


357-391 Wilson Ave. Newark, N. J. 











300% Gain in Trade 


View of the spacious salesroom of Chas. W. Walmer 
Hardware Co., Wilkinsburg, Pa., which has increased 
sales better than 300% on many lines within a period of 
less than six months. Refer to May 20th and June 3rd 
issues of Electrical Goods for complete story. Heller 
Equipment played an important part. If you are seri- 
ously interested in increasing your sales MAIL COU- 
PON TODAY. Study the Heller plan, then let your 
own judgment tell you what to do. 


W.C. Heller & Co. 20 vey"str New York City 


Please tell us how Chas. W. Walmer Hardware Co. increased 
sales 300 per cent. Send interesting literature on your service. 





DROP FORGED WELDLESS 


EYE BOLTS 


ROLLED THREAD 
GALVANIZED OR PLAIN 


\4” Diam. with Eye 7%” Inside 
SS ee 
Va" 15%” 

- ee se ee | YA” ee 


Quick Shipment 
Oliver Iron and Steel Corp. 


1001 Muriel St. 
PITTSBURGH, PA. 
ESTABLISHED 1863 
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Sell the Best 
HARDWARE 


For Hard-wear 









For more than 50 years 
faamer, Bemmer Spring Hinges have 




















Ke) 
Ke 
Ke 
maintained their leadership and 
0 proven their superiority over all 
Oo. They have kept pace with the 
times, because they have been 
kept up with the times whenever 
P 


|} soothers. 
improvement was possible. 
Replenish your stock with Bommer. 


They are in universal demand—are 
quickest to sell—easiest to apply and 
the most satisfactory spring hinges 
made. 


Your Jobber handles them. 


Send for New Catalog 47. It is a 
big help in ordering. 








Bommer Spring Hinge Company 
BROOKLYN, N. Y. 


Manufacturers 
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1924 MODEL 





We Give an Absolute Two-Year Guarantee 
Covering This Check 


Illustration shows CHECK with HOLDER ARM; can be sup- 
plied with REGULAR ARM. 
Operates RIGHT or LEFT-HAND doors without any change 
in the mechanism. 

Circular upon request 


THE OSCAR C. RIXSON CO. 
4450 CARROLL AVE. CHICAGO, ILLINOIS 
NEW YORK OFFICE, 101 PARK AVE., N. Y. 























Are You Ready for 


Ice Skating Season? 


It always comes suddenly. 


Winslow’s Skates are the easiest sell- 
ing skates because everybody knows 
them. 


You can enjoy the long-standing repu- 


tation of Winslow’s Skates and make a 
liberal and sure profit at the same time. 


We shall be glad to send vou 1926 cat- 
alog and prices. 


The Samuel Winslow Skate Mfg. Co. 


Worcester, Mass. 


New York Office, Sales and Stock Room, 34 Warren St. 


Pacific Coast Sales Agent, Phil B. Bekeart Co., 717 Market St., San 
Francisco 


Southern Representative, Henry Keidel & Co., Ine., 405 W. Redwood 
St., Baltimore 





WINSLOW’ 
Skates 
































“STA-PUT” 
Keeps Garage Doors Open 


The Sta-Put Garage Door Holder is one piece of 
hardware that every garage owner wants. This 
easily attached holder will hold the doors open in 
the strongest wind. No chains to pull and no ground 
braces to slip. Just open the doors and they stay 
open. 


THE CESING BROTHERS Co. 


750 PROSPECT AVE. CLEVELAND, OHIO 


Tlease send me full information regarding ‘‘Sta-put’’ Garage Door 
Holders. 


ad i a ae ial at se i eee aeie ale eel 6 a eiaeos 
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Known as Reliable for 


over Fifty Years 





4 9 
Priest’s 
The bobbed hair fad is at its peak 
—take advantage of it. 


Priest’s Tiger and Shaver are ideal 
for keeping the cropped hair short. 
The daintiness and light weight of 
these clippers always attract women 
customers. 


Remember Priest quality and 
service are back of every clipper 





AMERICAN SHEARER MFG. CO. 
NASHUA, N. H. 











Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


CONTENTS OF THE SEVENTH EDITION 


Wholesale Hardware Houses in United States, Canada and 
Foreign Countries. 

Retail Hardware Stores in United States, Canada and 
Foreign Countries; also General Stores, Lumber Yards, etc., 
handling hardware. 

Chain Hardware Stores in United States and Canada. 

5c, 10c and 25c Stores carrying hardware in United States 
and Canada. 

Department Stores carrying hardware and housefurnish- 
ings in the United States. 

nufacturers’ Agents in United States, Canada and 
Foreign Countries. 

Automobile Accessories Jobbers. 

Dealers in Mill, Steam, Mine and Machinery Supplies. 

Export Merchants handling hardware and kindred lines. 

Sporting Goods Wholesalers and Retailers. 

Mail Order Houses handling hardware and housefurnish- 
ings. 

Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Jobbers. 

Radio and Electrical Goods Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers 
is indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen'’s calls. Every sales 
manager should have one on his desk, and every salesman 
could profitably carry a copy in his grip. Since the previous 
issue was published there have been more than 10,000 
additions and corrections, and these all appear in the 
Seventh Edition. 


Hardware Wholesalers find Verified IAst of great value in 
“‘checking’’ their retadl prospect records. 


$12.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th St. New York, N. Y. 








Here is a profit- 
able item for hard- 
ware dealers. The 
utility and hand- 
some appearance 
of the Westray 
Chip Rack create 
sales on sight. 


WESTRAY 
CHIP RACKS 


Write for full in- 

formation. 

Western Tray 
& Case Co. 


427 Plum St. 
Cincinnati, Ohio 











Get an “‘Edge’”’ on Sales! 


Dealers are doing tt with the Dazey 
“Sharpit.” It puts a keen edge on any- 
thing——knives, scissors, siekles, tools. A 
quick and ready seller—and a profit 
producer. 


‘a 2 DAZEY CHURN 4 
yl MFG. CO. 
4301 Warne Ave. 
= St. Louis, Me. 



















SHO 
KITCHEN 
PRUNING 


SLOYD 
KNIVES 33% 


PAPER. THAT STAY SHARP PATTERN 
HANGERS Send for Catalogue MAKERS 





ROBERT MURPHY’'S SONS CO. 
Aver ESTABLISHZD 1850 Mass. sl 








Success Lies 
Knowing How 
| Read" 

HARDWARE AGE 


It Tells You 
the How” of Successful 


Hardware Merchandising 


*Study and ab- 
sorb the contents. 
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| The New 
Boston Rubber Chair [1p 


SprinGriP Trade Mark The Tip and Its Parts 
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THE ELASTIC TIP CO. 


Manufacturers of 
Rubber Specialties 


370 ATLANTIC AVENUE 
BOSTON, MASS. 





Send es 1 


BG co 
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ol growal x } 


our 


@talog , 
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on page 768. 


Brand 


Anchor 





Clothes Wringers 
ARE 






The Best 
Wringers 


The Best Wringers Made Are 


Brand 


Anchor 





Lovell Manufacturing Co. Erie, Pa. 


Largest Manufacturers of Clothes Wringers in the World. 














| Suggest To Christmas Shoppers 


THE BLUEBIRD 


An ideal, inexpensive gift that will always be acceptable. 
A display of these reels with the gift suggestion will 
ne many sales—people appreciate a hint on ‘‘What 
to ve.” 


Most folks know how good and how handy the Bluebird 
Get your share of these profits by ordering early. 





"* for those preferring 4 — 


reel. Tested a approved by ood 
Housekeeping Magazine. 


PATENT NOVELTY CO., Inc. 
On the Mississippi 
Fulton, Illinois 


is. They will give many as Christmas Gifts this year. 








it 














A Sales-building Line of 
Antique Reproductions 


The scarcity of genuine antique andirons is in- 
creasing the demand for our splendid replicas, 
which reproduce not only ithe design but the fine 
materials and workmanship of the originals. 

Our new catalog shows many such andirons, with 
matching firesets and harmonizing screens. 


THE S. M. HOWES CO. 


44 Union Street 





Boston. Mass. 


i 
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[UFHIN TOOLS 


SUPERIOR Ln QUALITY AND DESIGN 
Winning Their Way with Mechanics and Dealers to the High 


Position Held by 
[UFKIN 


October 7, 1926 








— -_ a 





Send for 
Catalog No. 11—Tapes and Rules 
Catalog No. 5—Tools 












THE [UFKIN fpuLe £0. 


SAGINAW, MICH. NEW YORK 


















““There’s Many a Slip— 
But Not with a Grady Wedge” 


Sitar 





The 
greatest 
selling 
Wedge 
in the 
world. 











ete iee 
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Machine Screws 
for the 
Hardware Trade 





HARVEY HUBBELL= 


MACHINE SCREWS 
OMOGE PORT vu. 


















Sole Manufacturers 


UNITED SALES CORP. 


41 DRUMM ST. SAN FRANCISCO 








Manufacturers Also of Famous Grady Saw Set 

















The “Perfection”? Pocket Level and Plumb Attachment 
Every Mechanic Wants One 


Che “Perfection” Pocket Level can be used on work 
requiring the utmost accuracy. It will convert a 
straight board or a carpenters square into a level 
that is equal in every way to the kinds that sell 
for a high price. 


The low price of 60 cents, the display we fur- 
nish the dealer and the all-around efficiency of the 
Perfection Level are a combination that will make MODERN UTILITIES CO. 
profits for any dealer who stocks them. Manufacturers 


Write for further details. 140 So. Second St., Harrisburg, Pa. 
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A Practical Claw Hammer 
That Holds Nails 


The WOODPECKER Claw Hammer holds wire nails 
up to 30d and permits a Carpenter to hold on to a ladder 
or scaffold with one hand and reach out a foot or more 
and set and drive nails beyond reach of his hand. Easily 
indentified as 


The HAMMER with the RED ‘Stripe 


being painted RED near the head. Saves time, risks, scaffolding 
and bloodblisters. DROP FORGED from finest crucible steel. 
Fully guaranteed. Retails at $2.50 for 16 oz. size and $2.60 
for 20 oz. size. With a “Trial Order” for six or more we 
send, postpaid, a beautiful All Metal Display Easel. Our 
discount allows you a liberal profit. Write for prices. 



































No one has even claimed to 
have a Better Nail Puller 
than Morrill’s 


pnt Bh penne heard statements that such and 
such a nail puller was cheaper than Morrill’s but we ) 
have never heard anyone claim to have a better one. WHEELBARROWS 


With the Morrill Nail Puller you get a straight aim 
. pull that cuts down the work. 

And you get these important 

features: 

Elliptical ram. Lay the nail 

puller anywhere. It can’t roll 

away. 

The name Morrill is a guarantee 

of the highest quality. 

The guard above the handle 

which saves your hands from 

injury. You can’t get hurt with 

the Morrill. 

Rolling fulcrum that is scien- 

tifically designed to pull the 

nails out straight with half the 

effort of any other. 


Drop forged, mortised jaws. 












No. 6A 
Sterling 


Sterling wheelbarrows are a specialized 
product, built strong for hard continu- 
ous service. 





Grips the nail with or without The line includes a barrow for every 
head every time. Can’t spread. wheelbarrow purpose. They are carried 
This ball keeps the foot down. in factory and warehouse stocks for 
Does away with bothersome prompt delivery. — 

springs. 


Send for catalog. 
Morrill tools appeal to the man who is willing to pay a fair price 
for an article that will give him real service, and to the merchant 


who knows that permanent business is built on a foundation of STERLING WHEELBARROW Co. 


satisfaction to the customer. Main office and factory 


CHAS. MORRILL, INC. PT ences ae 


102 Lafayette St., New York New York Chotsien 

















“YANKEE” 
Breast & Hand Drills 


are pre-eminently in a class by themselves. 
With the unique right and left hand and con- 
tinuous ratchet movement, they drill easily and 
quickly where others cannot be used. 

They have created a demand for high grade 
tools, such as can be supplied only with the 
**Yankee”’ line. 

They are in service in Machine Shops, 
Garages, Repair Shops and wherever high grade 
laber saving mechanics’ tools are used. 

There are seventeen styles. Have you a good 
assortment to supply the demand? 


NORTH BROS. MFG. CO. 
Philadelphia 
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Two Leaders That Sell Wherever Displayed 


Give Gem Nail Clippers a “Show” and watch them “Go.” They are 
nationally advertised, known the world over, have sold on sheer merit 
for over 20 years and always give satisfaction. Good profit. The Gem 
retails at 50c. Gem Jr. at 35c. 





The Gem Nail Clipper 


Cook’s “Burro” Hack Saw 
Frame is another sales leader. 
Widely popular as “The Orig- 
inal Dollar Frame.” Has a practical pistol grip and full depth 
frame (3% in. under back), adjustable for 8 to 12-in. blades. Each 
frame sent in an attractive package for display. Liberal profit. 


Write for Literature and Discounts. 





Hack Saw Frame 


Cook’s 
at One Dollar The H. C. Cook Co. Ansonia, Conn. 


Retails 

















TAPLIN 
DOUBLE 


Thirty years experience 
in the almost exclusive 
manufacture of Taplin 
Egg Beaters has devel- 
oped this wonderfully fine 
Egg Beater. It is not only 
the finest from the stand- 

int of efficiency, but it 
is full of strong selling 


features. 

In all these years Tap- 
lim Beaters have been 
favorably known and 





successfully sold every- Fig. 1741 
where. These are up- 
ee a ae Goulds Automatic Oiling “Pyramid” Pump 
with profit and satisfac- . 
tion. No Crankcase Oils Itself 
Centre Drive—Iron iluti Rieke ; 
Reeme ond Geom Dilution Oil is fed .automatically 
Comfortable to grasp — no Impossible for Gland to gears and bearings 
a ee Se ae Se nee. leakage to enter from the supply in 
decaying food. No _ soldered crank case the crank case 
we Gh Fe loose. _ parts . , 
that an ram e ars. 7 
- : “ Write for Catalog “M” 


No wires to pinch fingers. 
Douse it in water to clean 


-the finish is ans Proof. , GOULDS PUMPS, Inc. 


Seneca wae, New York 


Growing demand tor 


— WwW. ROSE Tools 


is the result of our use of choice ma- 
terial and skill. 


Wm. Rose & Bros., *"72.%” 


Selling Agents 
Wiebusch & Hilger, Ltd. 





TAPLIN NO. 477 


THE TAPLIN MFG. CO., New Britain, Conn. 
New York Office, 71 West Broadway 
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Copper and Bronze 
FLY SCREEN CLOTH 


If any dealer has never seen this per- 
fectly woven, most durable fly screen 
cloth, he should send for a Sample 
and Prices. It sells on its merits. 


SPARGO er CO. 


ROME N. Y. 




















Commetrial 


ANNULAR BALL BEARINGS 





















€6.U.5. PAT.OF 
CANADA 


‘“STRADE MARK | 


Adaptable to all classes of service. Used in any 
product where an industrial bearing is needed. 
Moderate cost and high efficiency are the out- 
standing characteristics of this bearing. 


°TEGCO” 
Cut Glass 
DOOR KNOBS 


1926 , 
Patented May 18, 19 Sustains thrust loads of 


50% of radial load as 
well as radial and thrust 
loads simultaneously. 










These new hand-cut glass (aes 
door knobs are the aristocrats \ 


of the line. They look differ- , 
ent, they are different, than the usual “just ordi- 


nary” knobs. Yet they cost but little more than 


the common ones. 
Made in 2%”, 2” and 134”; also small knobs 


to match. 


oe 





Send for Catalog, 
Prices, Discounts 


The Schatz Mfg.Co. 
Poughkeepsie, N. Y. 





All knobs are mounted in 
solid cast brass shanks and can 
be had with wrought or cast 
brass roses as desired. 

Write for the name of our 
nearest distributor. 


Manufactured exclusively by: 


TECHNICAL GLASS CoO. 
Incorporate 

2050 E. 48th a tr Angeles, coe. 

and 114 Church St., New York, N. Y. 





























“COLD HANDLE” FRY PANS AND SKILLETS 









Made in the “L. & G.” 
QUALITY, both im FIN- 
ISH and WEIGHT. Or- 
der a Sample Lime and be 
convinced. 


LALANCE & GROSJEAN MFG. CO. 
NEW YORK CHICAGO BOSTON 


ll amen 
_eneeenemnmenets 
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Make Your Own and Save the Money 


Good sign writers and 
painters know that at- 
tractive store signs 
make big money for 
dealers, so they charge 
big prices for lettering 
them. 

Anybody can make 
neat, attention compel- 

ling signs of all 
kinds with a Nation- 
al Show Card 
Writer outfit 
and the cost 
is small. Make 
your own signs 
and save the 
money. 

Write for 
Folder and 
Prices. 


National Sign Stencil Co.  s¢°Pau ” Minn, 


Pacifie Coast Office—206 Chotiner Bidg.. Tos Anceles, Cal 

























of QUALITY 


Manufacturers of the finest line of Garage Door Hardware. 
Recemmend Allith products for satisfaction. Let us send 
you our new Catalog. It is considered the most complete 
ever published—a request brings it FREE. 

Representative jobbers distribute A-P 

products throughout the United States. 
Door Hangers Fire Door Hardware 
Garage Door Hardware Overhead Carriers 
Rolling Ladders Spring Hinges 


ALLITH-PROUTY CO., Danville, Ill. 








Protection 


In our ILCO No. 202 
Night Latch the Bolt 
and In- 
side Knob 
are dead- 
locked when key is turned once backwards. 
Bolt cannot be forced back or 
lock opened from inside by the 
knob. This Patented Feature 
makes many sales. Can also be 
used as ordinary night latch. 
Send for New Catalog No. 7. 


i) INDEPENDENT IOCKCO.4> 


Fitchburg, Mass., U. S. A. 
Manufacturers of Cylinder Locks, Padlocks, Inside Door Sets, Glass 
Knob Sete, Key Blanks, Auto Switch Keys and Hardware Spectalttes 















{O0/ Usable 


Theres not a Speck of WETS #2 
in tinning soldering irons with— 


SPECO 


wielite MEECT-1 BE; islualelalt-t= 
Send fo: Prices 


SPECIAL CHEMICALS CO. 
] 


llinois 


Waukegan 
<q 













YER CUSHION 
TIRE 
STORE LADDERS 


Insure perfect shelf service for any line of merchandise. 
tread steps, properly spaced, with convenient full 
Mecning tik come. Both basds tose to vonere c 
i i $ to remove or 
replace stock on of falling. Cushioned Tired 
ley and Truck Wheels eliminate noise and prevent 
vibration. Exection as simple as A, B, C. Utilize 0 
or stock pur One style--neat of o& 
sign--nicely finished--any c ns 
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small space. Make top shelves safely available 3 
ceiling. “Thousands & D, 
CuO. 


Te ——s 

















KITCHEN HOOKS 


Manufacturers 


OF BRIGHT IRON AND 
BRASS WIRE GOODS 
Also Special Wire Goods Made to Order 


M. S. BROOKS & SONS 


CHESTER, CONN. 














The Berghman Skate Grinding 
(Patented) 


Sell Berghman Skate Sharpeners Machine 


to satisfy the a of is designed for shop use. The standard outfit 
ny gy a bag includes a 4% H.P. two-year guaranteed motor 
Berghman Sharpeners are Puilt on a steel table and also a skate jig for 
adjustable to all types of holding all styles of skates. On the left of the 
skates and do a good sharp- motor is a cotton buff for polishing and on the 
— _ They SS right is an 8” alundum wheel. Write for 
= on cae aakes af oT0 price, specifying voltage and kind of current. 
ry a ~* — in 
8 a x. 
Fall and Winter supply __* _BERGHMAN COMPANY 
todav. 3537 W. Madison St. Chicago, Il. 





400 N. Monticello Ave., Chicago, Iii, 
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— 
Nationally Advertised 


Jeffery’s Waterproof Marine Glue 
will make any boat leakproof. It 
is easy to use and never fails. 









We are telling this to boat owners 
evervwhere through 
national advertising. 
The demand exists— 
you ll profit by put- 
ing in a stock to 
supply it. 


Ferdinand€é.Co. 


N 152 Kneeland Street. Boston.Mass. 0 








IVER JOHNSON 


BICYCLES VELOCIPEDES 
JUNIORCYCLES 


Champion Single Barrel Shot Guns 
Matted Top Rib Single Barrel Shot Guns 
Ventilated Rib Single Barrel Trap Guns 
Double Barrel Hammerless Shot Guns 


“Hammer the Hammer” Revolvers 
Send for Dealer Proposition 


IVER JOHNSON’S ARMS & CYCLE WORKS 
332 River St., Fitchburg, Mass. 


New York, 151 Chambers 8St.; Chica 108 W. Lake &t.; 
San Francieco, 717 Market St.; New eans, La., 625 Pine St. ; 
Ogden, Utah, 2827 Grant Ave. 














SUR NLEy 


The Soldering 
Paste that has 
satisfied cus- 
tomers for over 


23 years. 








Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 












HUMOUR E 


“Buffalo” standard hardware 
grade wire cloth is quick sell- 
ing because it is superior 
value—accurate mesh, uni- 
form selvedge, thoroughly 
galvanized, moisture does not 
harm it. We can also supply 
window screen wire cloth in 
black, galvanized or bronze 
wire. 

Write today for catalogue No. 8-A.B. 


BUFFALO WIRE WORKS,CO., INC. 
518 Terrace (Formerly wg 4S Sons) Buffalo, N. Y. 


Established 186 














REVOLVING 
CABINETS 


Hardware stores, dealers in 
auto supplies and garage 
owners like these cabinets. 
They prevent mixing of bolts 
or screws. 

Large capacity. Small space. 


Many sizes. Send for Cata- 
log and Price List. 


Your Jobber will supply you. 


American Bolt & 


Screw Case Co. 
Dayton, Ohio 








SEXTON ,444, UNDERGROUND 
GARBAGE RECEIVERS 


Their Green Colored Tops make an 
cK : attention compelling store display, 
vet are inconspicuous in use because 
they set fiush with the ground. 


Outer Cylinder guaranteed for 10 
years when set in natural soil. Four 
sizes. Best construction throughout. 
All good sellers. Good profit. Write 
for Folder and Prices. 











} EVERETT STA.BOSTON & gu 


<£X SEXTON CAN CO. { 














CAPITOL stncncnactin 


The handiest of all lawn 
, tools. Makes a lawn look 
# neat, well cared for. 

It’s easy to trim and edge 

with the Capitol. 

That’s why the demand has 

increased from year to year. 


Granite State 
Mowing Machine Company 


HIN SC N 











CONDUCTOR HOOKS 


ft FFICIENT and reliable 

for plain or corrugated 
a pipe. Ask for sample and 
| No. 27 Catalogue listing 


amon 
L. D. BERGER CO. 


59 N. 2nd St. 
PHILADELPHIA, PA. 
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lassified Opportunities 





























Use the “Classified Opportunities Section” to reach Hardware Manufacturers, 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates BOXED DISPLAY RATES . Positions Wanted Advertisements . 
Opportunity Excha Secti Bo tmch 22. ccccccccccccccccccces oSI00 50% off the above rates 
= —— we Each additional inch............ 4.00 Address your advertisements and replies to 
gar ee gh om eer p ted 5 se Hardware Age, Classified Opper- 
additiona Berccecccces ° Disc f Classified Advertising | tunities, 239 West 30th St., New 
All Capitals, Minimum of 5 lines.. 4.00 eemeadibeasd , York City 
Each additional one line....... .80 4 insertions, 10% off; 8 insertions, 15% 
Average 10 words to a line off Forms close ‘Ton Daye previous —y <4 date of 
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BUSINESS OPPORTUNITIES 


POSITIONS WANTED 








TO MANUFACTURERS—MANUFACTURING POPULAR LINE OF 
BATHROOM ACCESSORIES NATIONALLY KNOWN TO HARD.- 
WARE AND HOUSEFURNISHING TRADE, BUT NOT EXTEN- 
SIVE ENOUGH TO EMPLOY SALESMEN EXCLUSIVELY, WE 
DESIRE ASSOCIATION WITH MANUFACTURERS IN SIMILAR 
POSITION TO COMBINE SALES FORCES FOR MUTUAL BENE- 
FIT. ADDRESS BOX NO. 72, EAST STROUDSBURG, PA. 





AN ESTABLISHED WHOLESALE mine and mill supply house located 
in a Southern State would entertain from an experienced hardware man 
capable of buying and taking charge of sales to add a line of hardware 
on a profit sharing basis. Must be in position to invest $20,000 to 
$25,000. For full particulars or interview write, giving age, experience 
and references. Box H-253, care of Harpware Acre, New York. 





FOR SALE—HARDWARE BUSINESS in one of the best cities of 
25,000 in Northern Ohio. Stock reduced to $3,000. Store room 18 x 65. 
Rent $80.00 month, heated. Rent includes use of $3,500.00 of Duluth 
maaree. _* good buy. Address Box H-241, care of Harpware AGE, 
sveOw ors. 





FOR SALE—Hardware stock in Northern Illinois, town of 20,000. 
Stock invoices about $15,000. Will sell or lease building. Good opportu- 
nity for the right party. The death of one of the firm the cause for 
selling. Address THE QUALITY HARDWARE COMPANY, Free- 
port, Illinois. 





FOR SALE—GOOD HARDWARE, FURNITURE and sporting goods 
business making nearly four turnovers and located in a fast growing town 
rr the lower west coast of Florida. Address CARL HOLMER, Box 256, 
Miami, Fla. 





FOR SALE—Live hardware business in one of the best towns in 
South West Virginia. Stock will invoice about eight thousand dollars 
($8,000.00); rents reasonable. Address Box 498, Norton, Virginia. 





HARDWARE STOCK, fixtures, shop and tools which will invoice about 
$7,000, located in Central New York. Can give possession at once. Ad- 
dress Box H-262, care of Harpware Acre, New York. 


HELP WANTED 


SALESMAN FOR NEW YORK, New Jersey, Pennsylvania, Delaware, 
Maryland, District of Columbia and Virginia, excepting Metropolitan 
New York, Jersey suburbs, Trenton, Philadelphia and Pittsburgh, calling 
on department, housefurnishing and hardware trades, to sell bird cages on 
commission from catalog, for manufacturers established 1863. O. LINDE- 
MANN & CO., 35-37 Wooster St., New York. 








HARDWARE MAN, 40 YEARS OLD, with 20 years of experience in 
all branches of retailing and jobbing, also buyer and manager for the 
past 10 years, wants to connect with a reputable and progressive concern 
in order to become more successful. Best of references but results are 
what count. Address Box H-245, care of HarpwarE AGE, New York. 





RETAIL HARDWARE SALESMAN, age 35, married, thoroughly ex- 
perienced in general hardware and household furnishings, now employed, 
is open for a position in Western Pennsylvania or Eastern Ohio. Best 
of references, and can produce results. Address Box H-256, care of 
HarpwareE Ace, New York. 





A REAL HARDWARE MAN—twenty vears in the trade; buyer, man- 
ager, salesman; I know every branch and detail of the business. Now em- 
ployed. Can furnish Al references as to honesty, ability, etc. Address 
Box H-258, care of Harpware Ace, New York. 





THOROUGH HARDWARE MAN with twelve years’ experience in 
retail stores, also road experience with one of the national jobbers, wants 
connection with a live retail hardware store; A-l references; married, 
age 34. Address Box H-259, care of HarpwaAre Ace, New York. 


dé 


SALES ACCOUNTS WANTED 


| Agencies Wanted 


Manufacturers’ Agency calling on all the 
hardware and general stores in Canada 
| from coast to coast with their own repre- 
) sentatives wishes to secure additional 
lines of kitchenware, hardware or hard $ 
} ware specialties. Best of references. 
® Apply Box H-132, care of HARDWARE 
AGE, New York. 




















WANTED—EXECUTIVE MANAGER. Retail and wholesale hard- 
ware; 30 to 45 years of age, with experience, and ability to manage. Old 
established firm. Must be able to invest in stock of corporation. Location 
Illinois. State experience, age, reference and salary expected. Address 
Box H-249, care of Harpware Ace, New York. 





SALESMAN WANTED—By well known sales organization, to cover 
New York State and part of Pennsylvania. Must have experience in 
selling wholesale trade and have working knowledge of hardware and 
tools. State age, experience and compensation desired. Address Box 
H-257, care of Harrpware Acre, New York. 





LINE WANTED—Open for line or single product. Entire output. 
Capable of producing in six figures. Am nationally known among jobbers. 
Department stores and all big buyers in United States and Canada. Re- 
sults immediate. Portion of United States considered. New product 
favored but can increase your present sales on established line. After 
two years absence from field am now ready to guarantee some one results. 
Ready at once or January Ist. A personal meeting may be arranged in 
the East week. of October 17 during Hardware Convention at Atlantic 
City. Address J. H. Cumming, care of Harpware Ace, New York. 





ENAMELWARE AND ALUMINUM SALESMEN wanted to sell high 
grade lines direct to dealers. Good commission, also full commission on 
repeat orders. Give experience and territory fully in first letter. Address 
Box G-852, care of HArpware Acre, New York. ; 





WANTED—Salesmen calling on Retail Hardware Trade to sell our line 
of Tool Racks, Rubbish Burners and Cappers. Commission basis. Write 
for proposition. GRAND RAPIDS WIRE PRODUCTS CO., corner 
First and Front, Grand Rapids, Mich. 


CATALOG COMPILER—Experienced man for general hardware catalog 
work. Please give age, experience, references and salary desired in first 
letter. Apply in own handwriting. Address Box H-260, care of Harp- 
ware Acre, New York. 


WANTED—Active salesman to sell old and well established line of 
carpenters’ tools in New York and New England. Address Box H-261, 
care of Harpware Ace, New York. 











SALES ACCOUNTS WANTED. An experienced and successful hard- 
ware salesman, who was salesman for sixteen years for one of the largest 
jobbers in the United States, traveling South Texas, would like a few 
high grade lines on commission basis for that territory. Details of sales 
experience gladly furnished. F. L. WILKINS, 1205 Hillside Ave., 
Austin, Texas. 





MANUFACTURERS’ AGENT covering Eastern Pennsylvania, North- 
ern New Jersey, Delaware, Maryland and District of Columbia can handle 
another good line to wholesale and large hardware and mill supply trade. 
Good following. Address Box H-144, care of Harpware Acg, New York. 








MANUFACTURERS’ AGENT COVERING Wisconsin, Minnesota, 
Iowa and Indiana, calling on the wholesale and large hardware trade, 
will be glad to consider any good line or hardware items. NATIONAL 
SALES CO., 361 South Sheridan Road, Kenosha, Wis. 
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SALES REPRESENTATIVES WANTED 


SALES REPRESENTATIVES WANTED 





SALESMEN CALLING ON HARDWARE TRADE to handle Manila 
and Sisal Rope and Twines direct from importing manufacturer’s stock in 
New York. Satisfactory commission paid promptly on accepted orders. 
Only desire men who have standing with their trade. Write, giving 
references, territory covered, and how often. Address Box H-250, care 
of Harpware Ace, New York. 





WANTED—Salesman calling regularly on mill and machinery supply 
dealers and jobbers to sell high grade line of grinding wheels as side line. 
Attractive proposition; fast turnover. Samples weigh one pound. GOOD- 
RICH GRINDING WHEEL CO., 1500 West Madison St., Chicago. 








MANUFACTURERS of full line household specialties want local repre- 
sentatives in all important cities to handle line on commission. Depart- 
ment houses, premium concerns, are all big users. State experience, lines 
handled and territory covered. e want none but those who can “make 
good.’”” For such our proposition is an excellent ome. Address “S. H.,”’ 
care of HArpwArE AGE, New York. 





MANUFACTURER of the Roberts Multiple Sprinkler (see page adver- 
tisement on page 75, this issue) wants sales representatives calling on 
jobbers, large hardware and housefurnishing stores. State lines handled, 
basis of compensation, territory covered. Give complete references. Address 
ROBERTS BRASS MFG. CO., Detroit, Mich. 








Store windows can be dressed very attractively 
if the right material is properly used. 


To combine seasonable merchandise with season- 
able display is to insure sales. 


Such “Combinations” that have proved most 
successful are continually being reproduced in 


Make Your Windows Sell Goods 


Hardware Age, 239 West 39th St., New York City 


HARDWARE AGE as being worthy of any live deal- 
er’s consideration. 


Every issue of HARDWARE AGE contains several 
pages of effective window advertising which have 
demonstrated by actual_test their pulling power. 


You can apply these suggestions to your business 
with profit. 








FORSTNER BITS 





One of the Most Remarkable Tools for Wood 
Working Ever Invented for Brace and Machine 








The Forstner Labor-Saving Auger Bit, unlike other bits, is guided by its Circular Rim instead of its center, consequently it will bore any 
arc of a circle and can be guided in any direction regardless of grain or knots, leaving a true polished surface. It is preferable and more 
expeditious than chisel, gouge, scroll saw, or lathe tool combined for core- 
boxes, fine and delicate patterns, veneers, screen work, scalloping, fancy 
scroll twist columns, newels, ribbon moulding and mortising, etc. 


THE PROGRESSIVE MFG. CO. - - - TORRINGTON, CONN., U. S. A, 



























MANUFACTURERS OF ast S ASH CORD, CLOTHES NEW YORK CHICAGO | SAN FRANCISCO 

BRAIDED CORDAGE vy Po LINES, SMALL LINES Cans for all Lithographed 

AND COTTON TWINES "p ram CVC. SEW AaRLAALOG purposes. -— Solere 
BOSTON CAPS MASS. 


























Manufactured and 


EVEREADY = (“227° 


COLUMBIA mationat carson co., ine. 
Dry Batteri es New York, San Francisco 


they last longer 


Canapian Nationa, Carson Co., Limited, Toronto, Ontario e, 


ELEVATORS 
DUMBWAITERS 








Write for Our Catalog 
ENERGY ELEVATOR CO. 
211 New Street, Philadelphia 


Atlanta Chicago Kansas City 

















DOMES of SILENCE 


The perfect Furniture Footwear! Every 
home needs several dollars worth-- Display 
our Cabinet! Write for particulars. 





Confidence in yy Brand 


Tungsten Lamps is shown by 20,000 re- 
tailers and 5 jobbers who sell them. 
Consolidated Electric 
Lamp Co. 

DanVers, Mass. 


‘‘Tdcensed under the General TFlectric 
Company’s Incandescent Lamp Patents.’’ 





Domes of Silence Division, 
HENRY W. PEABODY & CO. 
17 State Street New York City 
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WANTED REPRESENTATIVES 
TO 









FENCE 


TH€ STEWART | RON WORKS CO. 


CINCINNATI. OHIO 





























225 STEWART BLOCK 








STONE WORKING 
TOOLS AND SUPPLIES 


TROW & HOLDEN CO., Barre, Vt. 


New catalog, No. 7, now ready 

















TAINTOR POSITIVE SAW SET 


we 


TAINTOR MFG. CO., 113 Chambers St., N. Y. City 





All steel. Fully Guaranteed. 
Send for Free Book. 




















SCYTHES and AXES 


Scythes since 1912. Axes since 1880. 


RIXFORD MFG. CO. 
East Highgate, Vt. 














Wright’s Jennings 
High Grade 
Auger Bits 


The Conn Valley 
Mfg. Co. 


Centerbrook, Conn. 
m & & 
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BAND “J NOX” saws 


QUALITY SERVICE 
UNIFORMITY OISTINCTION 
















“The Toots in the Paid Baw” 
AMERICAN SAW & MFG. CO. SPRINGFIELD, MASS. 


HACK SAWS - BAND SAWS — SCREW ORIVERS - GLASS CUTTERS 


"TSR eeReeeeeeeeeeOeO eRe RR RRR RRR ERE ERRORS RRR RRR RRR RSE RRR RRR RRS SES DD eee 
"Te eaeaeaeeeeeeeeeeO RRR RRR RRR RRR RRR ERR ERRER RSE EE SRR RRR RRR REREAD SD eee 












Robertson “Horseshoe Magnet Hammers 


Permanent magnet which holds 
the tack in position for driv- 
ing. Awarded the Silver Medal P 
(the meat offered) at the Panama- Pacific Exposition. 
pro 
Name and design trade marks registered U. 8. Pat. Off. 














ARTHUR R. ROBERTSON 94 Portland St., Boston, Mass. 
Plain or enameled in 


STRATTO r-- 
HANDLES 


For Small Tools, Utensils, Electrical Goods, Etc. 
Exnameling, both baked and air dried. 


STRATTON MFG. CO. Stratton, Maine 











Waste — Mops — Wicking 
Cleaning Cloths 


Gaamyeng Se 7 tton—Chemical Cotton 
,o ~ 





Clotheslines 
Send for samples and prices 





MASSASOIT ~~ acts | co. 
New = Offlee ----=--++e+e-° 350 Broadway 
-—-<-s = «= 189 West Madison St. 















SEYMOUR SMITH PRUNING SHEARS 


A Full and Oomplete 
Line of Pruning Shears 
and Tree Pruners. 


















Vineyard Pattern 


Manufactured by 
SEYMOUR SMITH & SON, INC., ‘Oakville, on 
Bales Representatives: John H. Graham é Co., 11 3 Chambers New York 








YERDON CAST 


BRASS HOSE BANDS 


give JUST THE SERVICE you want Hose 
Bands for on All Hose Connections. A trial 


will convince. 


WILLIAM YERDON, Box 102, Fort Plain, N. Y. 














“dhe Fragrance of Flowers— Not the Odor of Otis.” 






for Furniture Floors and Woodwork 
Bouquet-Brownson Co.Ine. Of: “Paul, “Winn. 








LUMBER CRAYONS 


STANDARD CRAYON CO. 


Danvers, Mass. 








_ J. L. THOMPSON MEG. CO. 
Waltham, Mass. 


Tubular and Bifurcated 


RIVETS 











Fire Guards 
and Fenders 


Protect Life — Avoid Fires 
Catalog on Request. 


The Fred J. Meyers Mfg. Co. 
Hamilton, Ohio 











BROWN & SHARPE MFG 


BROWN @ SHARPE 
a 
VMiade Be 
They Complete Satisfactio: 


DE MARK 
CQO, Pri 
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THE ADVERTISERS INDEX is published as a convenience and not as & part of the advertising contract. Every care will be taken to index correctly. 
No allowance will be made for errors or failure to insert. 
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John Schueller, Sheet Metal Worker, 
made 22 of these Humidifying Pans, 
from 24-gauge Armco Ingot Iron, for one 
Residence. You, too, could make pans 
like these in your own Shop. They can be 
painted or “grain varnished” to harmo- 
nize with the floors or with the radiators. 











Radiator Humidifying Pans— 


Is Yours a Milcor 


ARMCO 
Ingot Iron Shop? 





"THOUSANDS of high class 

Sheet Metal Shops are now 
operating under the ARMCO 
Ingot Iron SHOP PLAN. 
Milcor Dealers who enroll re- 
ceive exceptionally valuable aid 
in advertising merchandis- 
ing. This Plan, plus aggressive 
cooperation on your part, is Cer- 
tain to produce more business 
for you. Write for complete de- 
tails. Nocharge forenrollment, 
providing you agree to sell Mil- 
cor Products made from ARM- 
CO Ingot Iron wherever you 
find the opportunity. 


You can make money making them 


and other Household Helps from 


THE possibilities for increased use of sheet metal in homes 

are like an untapped gold mine. Look at the nice sale John 
Schueller made in Humidifying Pans, alone, for a single residence 
—22 Pans, built in sparetime, at small cost and fine profit! It wasa 
valuable service to the owner, for it made his home easier to heat, 
more comfortable and healthful—and is saving him a lot of 
money in coal bills! So he was glad to pay well for such service. 


There are all kinds of opportunities for very sheet metal worker 
to serve home owners. Go after this business—it is profitable! 
Just figure out how many homes in your vicinity could be sold 
special work as suggested here in the column at the right! 


Once you establish a reputation for work of this sort, big business 

can be developed. One Sheet Metal Contractor, for instance, 

landed a contract for $42,000 worth of sheet metal work in an 18- 

family apartment building. Big business! Profitable! Go after it! 
Milcor Sheets are soft, pliable, easy to work. You'll be 


most successful with them in all fabricating operations. 


MILWAUKEE CORRUGATING CO., Milwaukee, Wis. 


CHICAGO, ILL. KANSAS CITY, MO. LA CROSSE, WIS. 


MILCO 








ingot iron 


Some Other 
Household 
Suggestions: 


Radiator Shields and Covers; 
Built-in Refrigerator Cabi- 


Waiter Shafts; Metal Clothes 
ts; Metal Shoe Boxes; 
Metal Lined Medicine Cabi- 
nets; Metal Table Tops; Met- 
al Covered Mixing Boards; 
Metal Cabinets for Kitchen 
Accessories; Basement Bench 
Tops; Special Window “Re- 
frigerators” for use in Win- 
ter; Coal Bin Openings to 
facilitate shoveling; Special 
Garage equipment; Send 
tops, oil pans, cabinets and 
Containers for greasy rags, 
oily waste, etc., and many 
other Household Helps 
which can be made in 
own Shop from ARMCO 
Rust- Resisting Ingot Iron 
or Milcor Sheet Steel. Note: 
For table tops, etc., Milcor 
Nickel-Zinc Sheets are now 
available. Write for prices. 


PRODUCTS IN ARMCO INGOT IRON 


ALL MILCOR PRODUCTS ARE NOW AVAILABLE IN ARMCO RUST-RESISTING INGOT IRON—WRITE FOR PRICES 
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The face that Corbina 
Hardware ts hand ham- 
mered exemplifies the ac- 
curacy of Corbin repro- 
ductions. Corbin knowl- 
edge of metals has also 


made it possible to rust- 
proof cach item. 


Amusing old “H"’ and 
**L” hinges swung the 
cupboard doors of our 
ancestors. When cus- 
tomers bui!d the Early 
American type of home, 
they will want them. 


( 


Think of having delight- 
ful old thumb latches 
like this one on inte- 
rior doors—at no extra 





cost. 





Ic is an advantage to be 
able to secure all the 
hardware from one 
maker. That's why Cor- 
bin makes the complete 
ind. 





~ 
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Early English 
and 


Colonial Hardware 














Following Faithfully 
the Hardware of our 
Forefathers , 


Authentic reproductions by the makers 
of Good Hardware— Corbin — for the 


modern home of Colonial design 


OW that early American architecture has come into its 

own—when doors and windows, cup-boards and closets 
demand hardware of pure Colonial style— Corbin an- 
nounces the first complete line of early English and 
Colonial Hardware. 


In every detail, the pieces are true reproductions of the most 
beautiful patterns of Revolutionary days. Quaintly old 
fashioned, because of their simple beauty—modernly efficient 
and long lasting because they are of Good Hardware—Corbin. 


A most unusual booklet showing the full beauty of this 
new line of Good Hardware awaits your request. By all 
means send for it by today’s mail. 











Whenever the buildine 
calls for Early English 
or Colonial Hardware 


Corbin can now supply 
your entire needs. 


4h 





More interesting key 
plates than these could 
not be found were you to 
comb New England an- 
tique shops. True repro 
ductions by Corbin. 


The inviting charm of a 
Colonial door depends 
largely upon the authen- 
ticity of its Colonial 
hardware. Rest assured 
that any Corbin pattern 
you select will be correct 








Corbin Early English 
and Colonial Hardware 
is faithful to every detail 
of the originals. 





Good Buildings Deserve Good Hardware 








x 
New Britain, Conn. 


New York Philadelphia 
Chicago 


P.& F. CORBIN 


Tr} The American Hardware 


Corporation, Successor 
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Single Barrel Shot Guns 


MADE IN THE 




















Automatic 


. r 
Ejector name 









Adapted to 
Nitro Powders 





Proof Tested 
with normal load 





| Wide extractor head makes extraction and ejec- 
| tion of shell posttice. 
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“It fits the hand.” \pemmmmme 

Half pistol grip and |-¢ 
rear position of trigger 
—_ gives eomenert ane for 
: —_ oys or men. op snap 
does not strike hand. 


Extra wide forearm gives firm hand grip aiding in aiming and Notched head and matted receiver lines up gun 
taking up recoil. Also protects hand from hect of barrel. quickly and accurately 





























New Features 


Barrel and Lug 
Forged in one Piece. 


pr ov ed Ideas The lug and the barrel are one piece forged Wor thy of 


from a solid bar of steel; this results in a barrel 


Have Many Im- 





» of the greatest strength. The fore-end lug is ° 
of Constr uction brazedto the barrel instead of being riveted or Your Attention 
set into dovetail slots asis usualin this type of 
gun. Tension forearm snap prevents forearm 
from shooting loose by exerting pressure against 
hinge joint. 


12, 16, 20 and .410 Gauge 


SHAPLEIGH HARDWARE CO. 


INTERNATIONAL DISTRIBUTORS 


ESTABLISHED 1843 
8 3 DIAMOND EDGE 
TOOLS 


ST. LOUIS, U. S. A. 
DIAMOND EDGE 1S _A QUALITY PLEDGE ~ 


















































DIAMOND EDGE 
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Shapleigh National Series No. 1424 
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M.&T. COM PANY, INC., 
NEWARK, N.J. 








Are you hooked up with a winner? 


The day of the fly-by-night radio manufacturer and 
dealer has passed. The day of the solid, substantial, 
responsible manufacturer and dealer is here: 


Convincin proof of this is found in the astonishing 
growth in the sales of Stewart-Warner Radio—and in 
the number of applications for Stewart-Warner Pro- 
tective Franchises which are pouring in every ay. 


Far-seeing dealers everywhere are realizing the vital 
importance of “hooking up with a winner to insure 
‘mmediate profits and permanent prosperity. 


Never before has the Stewart-Warner Protective 
Franchise been so valuable an asset as today! The 
Stewart- Warner line has been rounded out by the 
addition of many new, fast-selling, up-to-the-minute 
models, including several new six-tube single dial 
sets and an amazing new reproducer. 


Now you can su ply all the demands of all your Cus: 
tomers from the scewart-Warner Matched-U nit Line. 
There's a Stewart-Warner Radio for every tastes 
every home, every purse- 


Right now, with the cream of the selling season just 
before you, is the time to clinch your Fall and Winter 
Profits by lining up with Stewart-Warner. 1& ay 
will mean lost_sales, lost opportunities for makin 
real money. Write today for complete catalog an 
details regarding a Franchise 


in your locality. 







7 
Table Cabinet Model 4 
350-—$1 10 















































Console Model 
355-—S$l 50 



















Radio Tube r 
Model 501 AX - 
$2.00 : 


' Prices Slightly Higher 
. West of the Rockies 




































Reproducet 
Model 415 
$30 


Beautifully 
finished in 
antique 
bronze 


The new Stewart-Warner Reproducer, shown above, is 
already creating a sensation from coast to coast. It is a 
musical marvel! By employing an altogether new principle 
of electrical sound reproduction, Stewart- Warner has 
achieved the triumph of eliminating the annoying distor- 
tion caused by tones at the “natural period of vibration” 
of the diaphragm. Radio manufacturers have attempted lor 
years to accomplish this feat, but it remaine for Stewart- 
Warner to do it. Stewart-Warner is in exclusive control o 

the patents on the device which eliminates this distortion. 
No other make of reproducer can use it. 


The result is clear and faithful rendition of every musical 
sound, from the lowest to the highest, just as they are 
broadcast from studio or stage. tou will find this new 
Stewart- Warner Reproducer to be a phenomenally fast 
seller—and a big profit-maker for yoursell. 


STEWART-WARNER SPEEDOMETER CORPORATION 
1826 DIVERSEY PARKWAY, CHICAGO, UV. S. A- 


TWELVE MILLION PEOPLE ARE TODAY ‘USING STEWART- WARNER 


PRODUCTS 
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In use as a kitchen 
table all the week_ 


CS Ironer on ironing day— 

fe porcelain top kitchen 
table the rest of the week. 
The CONLON’S unique 
dual-use feature quickly 
clinches sales. 








Reasons Why! 


UILT into the CONLON is experi- 

ence gained in producing almost 
a quarter of a million super-quality 
electric home appliances during the 
past thirteen years. 


The result is strikingly beautiful ap- 
pearance, refined construction and 
trouble-free performance. The CON- 
LON outstrips all competition. 


The CONLON Sales Plan provides 
a sound means of building up ironer 
sales with assurance of a substantial 
net profit. 


Details of CONLON Ironer Franchise 
and cooperative sales plan. There’s 
ile Ve a tremendous waiting market. 


CONLON CORPORATION 
19th St. and 52nd Ave., CHICAGO 








—On ironing day the 
top folds back 


nfroner 


Snow~White Lacquer- Porcelain Kitchen Table Top 


30 in. full open-end non-sagging roll—automatic electric dual control [finger or knee) 
+ —patented pressing feature—switch with patented safety motor control—porcelain table 
C0 Ves ¢ top—snow white lacquer finish—electrically or gas heated. 
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This Christmas 


OTPOINT’S Christmas ad- 

vertising campaign includes 
full pages in color in November 11 
Saturday Evening Post, December 
Good Housekeeping and Decem- 
ber Woman’s Home Companion, 
a full page in December Ladies’ 
Home Journal and a two-page 
spread in color in the December 
9 Saturday Evening Post. 


Our slogan this year is “Gifts Long 
Remembered.” You will see this in 
Hotpoint Christmas advertising. It 
is the title of the beautiful Christ- 
mas appliance folder, the attrac- 





tive colored window card, the local 
newspaper advertisements. Your 
prospects will see this slogan fea- 
tured wherever they go. 


You can direct customers to your 
store by using the merchandising 
material we have available. Send for 
the Christmas sales plan, “Profits 
Long Remembered,” and see for 
yourself the reproductions of Hot- 
point’s Christmas advertising. 

Fill out and mail the coupon to- 
day. An early start and Hotpoint’s 
Christmas plan willassure youa busy 
and profitable Christmas this year. 














5610 W. Taylor St., Chicago, IIl. 
membered.” 


EDISON ELECTRIC APPLIANCE CO., Inc. 


Please send me your plan, “Profits Long Re- 











C2 Elect. Store F Hdwe. 1) Dept. Store F.......... 
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HERE are over one hundred 
Hotpoint gifts available in 

many varieties at popular prices 

ranging from $2.95 to $65.00. 


And every Hotpoint Servant sold, 
regardless of price has Hotpoint 
quality. Your customers will be 
well satisfied and remember your 
store as the place to buy electric 
gifts that endure. 


Hotpoint’s leading position in the 
electrical field is assurance of con- 
tinued business and profits for you. 


Electrical Goods Section 
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By handling the well recognized 
line of Hotpoint Servants YOUR 
position as the leading dealer in 
your community is established. 


And Hotpoint’s dominating 
national advertising makes Hot- 
point Servants the fastest sellers. 
Our 1926 Christmas campaign is 
the greatest in our twenty years of 
national advertising. 


. 


Tong Remembered | 


Increase your Christmas business 
and profits this year. Sell the 
complete Hotpoint Servants line 

















‘Torrio ApPLuuANCES 
—for the holidays 


ls this interestin ig f 


A complete line of popularly priced electric 
appliances that are not only well made but 


sell on sight. 
If such a line of profit-making appliances 


interests you, write today for latest List 
and Index which completely describes them 
with prices. 

The Torrid line will bring profit to you. 
Are you interested? 


Distributors Policy — 
You will approve our protective policy with 
its liberal provisions, practical application 


and profit-taking opportunities. 
If you would be interested in merchandis- 


ing the TORRID line of high grade electrical 
appliances; and having a list of the promi- 
nent wholesalers who are already function- 


ing as TORRID DISTRIBUTORS; write 


Us. 


THE FRANK E. WOLCOTT MEG. Co. 


HARTFORD, CONN. 
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Qur National Advertising 


+> 





helps. you make 
Christmas. 4 


The advertisement 
below appears in 
LIBERTY, issue of 
December 11th. 




















e The justly famous 
Aladdin No. 74 
Desk Flex Lamp 


There is a market for at 
least five Aladdin Lamps in 


every wited home. Our 





os aie national advertising in 


—_ ——— ~ LIBERTY Magazine will 
“For Dad’—a Lamp all HisOwn : 





help you make these sales. 
A friendly lamp at his elbow to remind him all through the 


year of ‘someone's’ Christmas thoughtfulness. And not 
only friendly but most versatile: a lamp that bends down 
graciously to ease tired eyes or that stands up boldly, lifts 
off its shade and is brave enough to light a room unaided. 
Has a way all its own of climbing up on the back oi a chair, 
bedpost or mirror frame and clamping on tight to send out 
its light wherever needed. A lamp that truly deserves its 
magical name, as indeed do all its brothers and sisters of a 
large and deserving family. 

Ask for Aladdin Lamps at your dealer or order direct, send- 
ing dealer's name if you please. 


No.613. The Famous 
“DOUGH BOY” 
Clamp Lam Dec- 
orated Bronze 
brushed brass, or 
Decorated Ivory 
finish. A truly uni- 
versal lamp. Clamps 
anywhere; adjusts 
to any angle. Ap- 
propriately enclosed 
in Holly wrapper for 
Xmas giving. 


Each, $3.00. 


ALADDIN MFG. CO., 617 East 18th St., Muncie, Indiana 





ELECTRIC PORTABLE 





N 
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Display and talk Aladdin 
Lamps for a bigger Christ- 
mas business and for reg- 
ular day-by-day sales. 


Write for new No. 26 
catalog today and for 
special dealer discounts. 


Aladdin Mfg. Co. 


601 E. 18th Street 
Muncie, Ind. 
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Slightly higher in 

Inter - Mountain 

and Pacific Coast 
States 





A Sensational Price Slash of $14.00 on the 


LOY, 


STANDARD ELECTRIC CLEANER 


And the machine is not changed one bit! 













it has given satisfaction, and it 
has built up an outstanding 
and very profitable good-will. 


A $62.50 the Royal Standard 
Cleaner complete with 
attachments won leadership 
in efficiency and value. It has 


been approved byGood House- Now at $48.50 (complete 
























Electrical Goods Section 


keeping for more than 14 years. 
Hundreds of thousands of 
Royal owners who bought it 
at $62.50 are today its most 
enthusiastic boosters. At $62.50 
it has sold readily and widely, 


individual needs, which can be ‘fitted exactlh, 
to your particular local conditions 
enable you to meet the hard competitive con- 
ditions of today and make a handsome profit. 


CONTINENTAL ELECTRIC COMPANY, Ltd. 
507 King Street, East, Toronto, Canada 


with attachments) the Royal 
Standard is absolutely un- 
beatable merchandise. It has 
high quality, tremendous 
value, popular price, and offers 
an ample profit to the trade. 


Royal is backed by new, powerful sales pro- 
motion plans which can be fitted exactly to your 


3 


wig 5 octet 
Which Will 


No matter what cleaner you now handle, sena 
for this plan book. It will give you an entirely 
new vision on the vacuum cleaner business— 

a vision of bigger profits. Write for it today. 


@®@he P. A. GEIER COMPANY 
540 East 105th Street 


Cleveland, Ohio 




















KOLSTER PLAN WELCOMED 
BY DEALERS EVERYWHERE 


UR offer to let Kolster Radio and Brandes 
Speakers prove their own superiority has met 
with great success. 





We showed our supreme faith in our products. We 
made no sensational claims. We simply said, “Satisfy 
yourself by hearing these instruments.” 





Progressive dealers everywhere have accepted our 
offer of a personal demonstration as outlined on the 
next page These wise dealers are giving their cus- 
tomers the results of their comparisons. The opinion 
is unanimous—Kolster Radio and Brandes Speakers 
prove their outstanding superiority. 


Dealers Everywhere 


Send in the Coupons 


Asking to Hear Kolster Radio 
and Brandes Speakers 
There’s a Coupon for You io Send to Us 


OUR OFFER 


WE don’t ask you to read a lot of specifications. 
We don’t make a lot of boisterous claims. 
For neither you nor we are selling specifications or 
claims. But we do say, “Have a demonstration on 
us.” Our jobbers are cooperating with us. 


All we ask is for you to be open-minded and willing 
to let a Kolster Radio and Brandes Speaker prove 
their supremacy. It doesn’t cost you acent. It doesn’t 
obligate you. Your Kolster-Brandes jobber will loan 
you Our instruments for a demonstration in your own 
store or home. Listen. Operate. Put yourself in the 
frame of mind of a customer of yours. Compare. 
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Then you'll see why our confidence is so great. Gut 
in case you shouldn’t, there’s no harm done—you've 
not committed yourself in the slightest. Our “show 
me” plan is for careful dealers. We know you've 
listened to every possible claim. Our job is to show 
you and we welcome the opportunity. 





Almost everyone who hears a Kolster Radio and 
Brandes Speaker is instantly enthusiastic. Tone! — 
well, hear for yourself. Simplicity! —well, operate a 
Kolster. Beauty!—have a look. Workmanship! — 
lift the lid. Sensitivity and selectivity!—we leave 
them to you. } 


Price!—lowest, you'll agree, for such superfine in- 
struments—which will attract trade, make quick 
profit for you and enthusiastic customers. 


Here’s.a picture of the Set (6-D) and Cone you can 
have for:demonstration. They’re bound to be 
nation-wide favorites. 





How to Satisfy 
Yourself First 


OUR Kolster-Brandes jobber will be glad to 
loan you a Kolster Set and a Brandes Repro- 
ducer. Give yourself a comparative demonstration, 
in your own store or home. 
Make our products prove their superiority. Let them 
prove that they are easy selling—that they present 
outstanding values for your customers. 
All you have to do is to mail us the coupon 
below. We'll notify your Kolster- 











Brandes jobber that you'd like to ee oe 7 
hear a Kolster Set and a Brandes Woolworth Building, New York, N. Y. 
Reproducer. In the meantime we'll Please arrange a Kolster-Brandes dem- 


onstration. It is understood that this does 


send you descriptions and pictures of not obligate me. 


our entire line. To mail the coupon 


does not obligate you in the least. 


RET Tee me see 


Kolster-Brandes L{———— 
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Sunham Whirldry 
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From the inception of the 


Remember these four features in Dunham Whirldry Washer 
which the Dunham Whirldry has taken ‘ 
leadership: the definite aim was to make it 


(1) Double Washing Action 


Washing in flowing water, constantly screened, 
plus improved, highly developed, scientific 


the outstanding time and labor 


— saver for the home. The trade 
(2) The Whirl-rinse 
A thorough rinse in less than two minutes welcomed it—the women users 


without special nozzle, without holding a hose, 
without adding to amount of water in washer. 


(3) Whirl-drying 


Faster and better drying in a spinner-basket . ° 
with unperforated sides. The splaner basket very start, the Whirldry p10- 
is neither raised, lowered, shifted nor tilted 
for any operation. 


were enthusiastic. From the 


neered in featuring certain 
(4) Self-emptying S 
Emptying in about a minute into tub, sink or outstanding improvements aC- 


drain without special pump, syphon, ejector or 
other added attachments. 


Add to these over 100 other features—consider cepted throughout the indus- 
Winchester control and prestige—then figure 
your own ws bo > aig field. ;, It is 
easier to sell the irldry than to outsell it— = ore 

ie sce Gan cor base Wy any om try as practical and original 
have some territory open if you write at once. 





ideas and ideals. 



























7 combines with WI 


to create the greatest facilit 
ever offered the washer fielc 





The combination of the George W. Dunham Cor- 
poration and the Winchester Repeating Arms 
Company, which has just become effective, brings 
to the Whirldry Washer all the resources, manu- 
facturing ability and strength of one of the coun- 
try’s oldest, best-known and largest manufacturers. 
In addition to the assurance of uniform excellence 
of product due to Winchester’s years of experience 
in high grade manufacture, the Dunham Corpora- 
tion now obtains the advantages of an extensive 
distributing system comprising ten warehouses sit- 
uated in strategic parts of this country, as well 
as established connections in all leading foreign 
countries, 


‘4 sa 
1fig 


Since 1866 “Winchester” has stood for leadership and 


TRADE 


The new Board of Directors is headed by Louis K. 
Liggett, President of the United Drug Company, 
and the officers are as follows: President, William 
A. Tobler, Vice President of the Winchester Com- 
pany; Vice Presidents, George W. Dunham, in- 
ventor of the Whirldry Washer; Edwin Pugsley, 
factory manager of Winchester; James McCly- 
mont, former Vice President and Sales Manager of 
Dunham; Secretary, Henry Brewer; Treasurer, L. 
H. Thompson, and R. C. Swanton, Assistant 
Treasurer. 

Mr. James McClymont as Vice President of the 
new combination will continue actively in charge 
of sales. 


tna na, see 
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quality. This company is known the world over for their 
famous Winchester rifles, shotguns and ammunition; cut- 
lery, tools, flashlights and batteries, radio batteries, fishing 


tackle, ice and roller skates. 


They also manufacture the. 


Ice-O-Lator absorption type household refrigerating m-- 
chine for the National Refrigerators Company. 


With 3% million square feet of factory floor space, thou- 
sands of employees trained to the construction of the fin- 


est mechanisms, and years of manufacturing experience, V4 

they assure a quality and stability to any line they under- My George W 

take. J © Dunham Corp. 
ff New Haven, 


Now the Whirldry Washer is a product of the Winchester ae _ 


plant. 


GEORGE W. DUNHAM CORP 


NEW HAVEN, CONN. 


J, 
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Cenn. 


I want to know 
about the Dunham Plan 
and the possibilities the 
Whirldry Washer offers me. 
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Compare these features 


CABINET 
Fully enclosed, easy to keep 
clean. Rust proofed, finished 
in aluminum and nickel. 
Dead air space keeps water 
hot without use of a burner 





$100,000 TUB 


The result of 2 year research 
and $100,000 spent in de- 
velopment. Pressed out of 
heavy drawn copper, nickel 
tinned inside, all one picce, 
Self-cleansing No moving 
parts inside tub. Dram 
operates from top 


CHASSIS 
Built hke a high priced car 
Heavy steel, welded, with 
no rivets or bolts. Chassis 
supports operating mechan- 
ism. Silent friction clutch 
means starting under load 
without jar, clashing of 
gears or blown fuses 





SERVICE PROOF 
The New Gainaday re- 


quires practi ally no service 
Eighteen months expenence 
proves this statement. Write 
for copies of dealers letters 
showing actual records 








The New Gainaday welcomes comparison. 
Yet, comparisons are difficult because the 
New Gainaday is so different,—diflerent 
in construction; different in operation; 
diflerent in its wonderful sales appeal and 
in its ability to stay sold with a negligi- 
ble service cost. 

No matter what your past experience has 
been, the New Gainaday will prove a rev- 
elation. Write today for the plan that 
hundreds of dealers are now finding in- 
creasingly profitable. 


GAINADAY ELECTRIC CO. 


3016 LIBERTY AVE., PITTSBURGH, PENNA 
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New Type WRINGER 


The only washer with right or 
left handed wringer. Locks in- 
stantlyat a touch many position. 
Certain safety release. Balloon 
type rolls save fingers, buttons, 
hooks and snaps. 





SIMPLE 
MECHANISM 
Only 5 gears. Wimken Rol- 
ler Bearings insure silent 


operation and long life. 











, yard 
~~ | Stick 
high 


\"Vrea 





YARD Srick HIGH 


The New Gainaday was 
designed yard stick high-- 
just right for laundry tubs 
and easy on the operators 
back —no stooping. 






One MAn DELIVERY 


The New Gainaday is easily 
delivered, set up, and dem- 
onstrated. One man and a 
small truck turn the trick. 
Another saving forthedealer 
on demonstrationsand sales 
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In This Issue— 
EDITORIALS 


Business Just Fifty Feet Away 


The sales just did not come, because the women were not 
passing closely enough, so when the counters were moved 


in their path, they looked, handled and bought. 
Bringing Back the Net with Electrical Goods 


This practical hardware man finds that by selling elec- 
trified kitchen and household equipment, his totals are 
keeping up with the expense increases. 

Putting $7,000 on Top of Regular Receipts in Three 
Months 


Electrical Refrigeration may be a “magic box” in perform- 
ance but also is a magic wand for the merchant who 
seeks volume. 


Sally Progresses to the Christmas Season 


Mrs. Chantler’s energetic buyer takes an early start in the 
merchandising race to capture the elusive gift dollar. 


ELECTRICAL GOODS IN PICTURES 
A Typical Evening in the New York Radio Show 
How the Manufacturers Displayed Their Wares 
College Girl Dresses a Show Window 
When the Elephants Brought Refrigeration to 
Town 


Success of the Radio World’s Fair 


Arthur Sinsheimer, Radio Editor, tells what was new at 
the New York Show and what the dealer should do 


about it. 


Why Cleveland Is the Best Appliance City 


The Cleveland Electric League illustrates what actual co- 
operation can do in market development. 


Electric Shop of Gifts for Men 


You never can tell what the other fellow knows. 
may be a profit-making suggestion on this page. 


There 


More and Better Sales by Better Salesmen 


A new problem and the solution of the last one with 
prizes awarded. 


Electrical News Briefs 
New Goods to Sell 


GEORGE H. GRIFFITHS, General Manager 
FRANK E. WATTS 
Manager 


' ARTHUR SINSHEIMER 
Radio Editor 
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A Growing Idea 


EVERAL incidents have hap- 
S pened recently that indicate 
that the ideas on which ELEC- 
TRICAL GOODS was founded are sound. 
One notable victory was when a 
merchandising publication generally 
regarded as spokesman for the elec- 
tric service company’s commercial 
departments openly advocated that 
the service company officials would 
profit greatly by cooperating with 
the merchants in their communities 
who sold electric appliances. This 
was one of the ideas that ELECTRICAL 
Goops has consistently advanced. 

The objective of an electric service 
company is to get appliances in the 
hands of persons living in wired 
homes. The service companies have 
frequently made mistakes in seeking 
this objective, but they were mis- 
takes due to a lack of merchandise 
experience, rather than deliberate. 

A second step was the recognition 
of the hardware, department and 
housefurnishing stores definitely as 
prospective members of the Electric 
Leagues, in the revised market de- 
velopment plan. In some leagues 
these merchants were recognized 
previously, but in most communities 
they were not given even a nod of 
recognition. Now the recognition is 
positive in the plan and no doubt 
wiil become effective. 

We are confident that when asked 
to join in the market development 
work of the leagues, these mer- 
chants, long known as “non-elec- 
trical,” will join in the new spirit of 
the newer events and become ener- 
getic cooperative workers for a 
bigger and a better market for all 

What do you think of this new 
spirit of the electrical industry? 
This is your magazine and we would 
like to have you express your opinion. 









































This is the 
Difference 


O you, as a merchant, 
know “the difference be- 
tween The Hoover and a vac- 
uum cleaner’? It’s valuable 
knowledge these days. 





THE HOOVER COMPANY, NORTH CANTON, OHIO 
The oldest and largest maker of electric cleaners 
The Hoover is also made in Canada, at Hamilton, Ontario 
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Appliance Dealers Gain Specific Recognition 
in Revised Market Development Plan 


wal EEPTEMBER, 1926, will long be remembered in the electrical industry as 

| the month that marks a high point of attainment in putting into practice 
the long cherished theory of coordination and cooperation of market de- 
24; velopment in the industry. 





Early in the month at Camp Cooperation VI the fusing of the two market 
development organizations was begun and the plan outlined for the conser- 
vation of money and energy is so comprehensive that it is expected to bring the 
Society for Electrical Development and the more than 100 local Electrical Leagues 
into a closely knit organization to carry on both national and local market develop- 
ment on a well-planned basis. 


Toward the close of the month the creation of the National Electrical Manufac- 
turers’ Association was announced. This association will take over the activities of 
the Electric Power Club, the Association of Electrical Manufacturers and the Elec- 
trical Manufacturers’ Council. Gerard Swope of the General Electric Co. is presi- 
dent of the new organization. It will serve as a trade organization for the entire in- 
dustry and coordinate all advancement work and eliminate duplication of the three 
merged associations. 


The Society for Electrical Development has long had the task of educating the 
public to the advantages of the use of electric current for better living and working 
conditions and for more efficient and economical power. Its work has been na- 
tional and has consisted largely in the preparation of educational publicity coordi- 
nated advertising campaigns, the preparation of booklets and pamphlets and dealer 
helps. Its relations with the Electrical Leagues has been advisory only. 


Under the proposed plan the Electrical Leagues will become local chapters of the 
Society for Electrical Development, if they so elect, and as such will share in the 
funds collected from manufacturers for market development work. 


The proposed plan of work will broaden the scope of the Electrical Leagues, ex- 
cept in a few cases where the Leagues of their own initiative have extended their 
work beyond that of the wiring contractors. Instead of a large number of inde- 
pendent leagues, it is planned that there shall be a league in each local market 
center, each promoting the market development in that community along a broad 
plan which covers all branches of the wide flung industry. 


These leagues will have dues paying memberships and national funds will be ap- 
portioned on a basis of the strength of the local organization. It is with much 
gratification that ELECTRICAL GOODS sees that in the proposed membership there 
is an “appliance dealers” division and this specifically mentions the recognition of 
hardware, department and housefurnishing stores as workers in the local organiza- 
tion. This is one of the objectives of ELECTRICAL Goops and it has come within 
the first two years of publication. 


The details of this market development plan will be the subject of later discus- 
sions. 
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Keeping Up the Net With Electric 
Appliances Sales 


The Merchant's rent, payroll and other expenses have increased, so he must 
increase volume and this merchant 1s doing it electrically. 


™\ VERY dog has his day. 
H; There is a dog on our street 
who was always itching for 
a fight. 

One day in his bullying way, he 
was bothering one of the smaller 
canines when this smaller fellow lit 
into him and, with a companion play- 
fellow, actually cleaned up the big- 
ger brute. 

As a result, they must have grown 
several inches higher in their own 
estimation for they have learned 
their ability and I have not seen 
them bothered since. 

A few days ago, while driving 
along a country road, I observed 
two crows down a hawk and make 
him stand his ground in an open field. 
Time did not permit for witnessing 
the end of the affair but from appear- 
ances in the air, I at least am assured 
that those crows were possessed of 
a positive opinion of their combined 
ahility. 

Now, this is not a nature study for 
we hope to present the subject of 
electrical merchandise in the hard- 
ware store or in the hardware de- 
partment of the department store. 

My introducing our animal and 
bird characters has a certain bear- 
ing, in this light. 

Not so long ago, a suggestion of 
a real electrical department in the 
hardware store brought with it such 
fear of lack of knowledge and of 
ability to the hardware man that 
he passed up much good business to 
that neighbor of his—the electrical 
specialty store. 

But times are changing and the 
hardware dealer and the depart- 
ment store manager have found that 
electrical goods, properly studied, do 
have a very natural outlet in their 
respective establishments. 

In the first place, taking the hard- 
ware store, for instance, as the one 
with which I am most familiar from 
experience, is it not true that the 
predecessors of many of our modern 
electrical appliances found their 


By Arthur H. Van Vorts 


natural and normal habitat in our 
stores? 

Take the modern electric perco- 
lator as an example. What, if you 
please, is this but a glorified coffee 
pot. 

And the electric toaster. Was its 
grandparent not the long tined fork 
which held the piece of bread over 
the embers? 

And didn’t the electric washer 
have for its forebears the galvanized 
tub and zinc covered washboard? 

And so we might go right down 
the list with a whole line-up, every 
item of which is as familiar as can 
be to the average hardware mer- 
chant. 

And then they were electrified. 

What of it? 


can wash them by bend 


‘OU will marvel et the speed of 
the NEW GAINADAY Giaty 


4 The cew type wringer squeezes 
OPENING. DEMONSTRATION, THURSDAY -- FRIDAY -- SATURDAY 
JUNE 17th, 18th, 19th 


Does this signify we are to bid 
farewell to those old and tried 
friends of the hardware stock? 

By no means. 

As they have changed, so will we 
change. 

We will change our acquaintance- 
ship and learn about the new garb 
of electrical operation which they 
assume today. 

We will likewise fall in step and 
present these electrical items to our 
customers with a modern and pres- 
ent-day method of merchandising. 

It isn’t as easy to get a customer 
and complete a sale for an electric 
washer as was the case with the wash 
tub and wash board. 

But consider the profit. It is many 
thousand fold more desirable to ring 
up the figures representing the 
former than to record the meager 





reac of . ify 

hours sooner than by the old time 
f backbreaking hand metho 
Compare the NEW GAINA- 

’ wher washer. W 
know which you will choose But 
don't put it off. Phone or come in 
today 














i 
CHANGE WASH DAY TO WASH HOUR ~ Call 


IN ORDER TO INTRODUCE THE 


NEW GAINADAY ELECTRIC WASHER 


| to our customers in Cobleskill and vicinity, on the above mentioned days of this week, we are | 
staging a practical working-demonstration. This demonstration will be entirely in charge of a | | 

factory representative who will point out all of the wonderful features of this new machine. | 
It is a chance to see one in operation and to learn all about its many original features. Let us | 

} 











| convince you that this is the’ washer you have been waiting for. 


| I. VAN VORIS & SONS, "53° Cobleskill, N. Y. 


In preparing for a washing machine drive, I. Van Voris & Sons ran 

this type of advertisement, five columns wide, for two weeks in the 

county newspapers and then continued references in the regular 
advertisements. 
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Some hardware stores have developed a greatly increased volume—and profit—by replacing tubs, washboards 


and boilers sales with electric washing machines and ironers. 


profit connected with the latter sale. 

And if it is worth while business, 
it most certainly is worth learning 
about it and going after it. 

Back in the period before the war, 
the general expenses of operating 
your establishment were, generally 
speaking, much less than. they are 
today. 

With expenses on a much higher 
plane, is it not perfectly obvious that 
this condition must be counteracted 
in some manner. 

One answer to this problem is to 
increase the present net profit by 
pushing some line that runs into 
volume and carries with it, per se, a 
good, substantial net profit as the 
ultimate reward to the progressive 
dealer who grasps the opportunity. 

Electrical appliances are one satis- 
factory answer to this problem. 

Right at this juncture, let’s take 
up this point of shying off, from a 
feeling of lack of knowledge and 
ability to handle the line. 

Of course, in the strict sense of 
the word, electrical appliances are 
mechanical, if we may use this term, 
and they cannot be wrapped up like 
a pound of nails and handed over to 
the customer with a cheery smile and 
a thank you for his nickel. 

In selling them, they must be 
pretty well understood, but this is 
no difficult task. 


Electrical Goods Section 


Carthy Bros. & Ford, Buffalo. 


In referring to the hardware store 
or the electrical department of the 
department store, it is a logical pro- 
cedure to select some one individual 
(or more if desirable from size of 
establishment) and delegate him to 
become “the” Electrical Goods Man. 

Generally, in most stores there is 
at least one “handy” individual who 
likes this very sort of thing. 

Electrical appliances today, if you 
select the good, reliable makes, are, 
if not entirely fool-proof, so much 
so that we find but little complaint 
on the part of our customers. 

As for such complaints as are 
registered, our Electrical Man (or 
yours, just as well) can look after 
them without much trouble. In the 
case of breakage beyond the possi- 
bility of store or shop repair, this 
is a case for a factory job and the 
faulty or broken part is shipped in 
at once with a request for prompt 
action and return. 

But these are the rare cases, I 
assure you. They do not happen 
often enough to merit’ serious 
thought. 

Let’s look into the electric washer, 
for a moment. 

This is one of the very best of 
electrical appliances. 

From the business standpoint, it 
carries a substantial profit and from 
the utilitarian viewpoint, it is un- 
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This photograph was taken in the store of Mc- 


surpassed, in my opinion, by any 
other electrically operated household 
appliance. If you would question 
this, try and take one of them away 
from a satisfied housewife. You’ll 
find a battle royal on your hands. 

The electric washer does call for an 
understanding of its construction 
and operation. 

But this, in reality, is merely a 
greater degree of the thing you are 
practicing every single day in your 
business—knowledge of merchandise. 

Assuming that you have selected 
as your machine one of the good, re- 
liable makes on the market and that 
you have delegated one of your sales- 
men to act in the capacity of Elec- 
trical Man, we know of no better 
way to gain first hand information 
(and we speak from experience) 
than to secure the services (gener- 
ally given on a cooperative basis) 
of a factory trained demonstrator. 

Unquestionably, this factory man 
understands his machine from A to 
Z. He knows the detail of its con- 
struction. He can point out its 
strong points as compared to other 
machines on the market (and par- 
ticularly those with which you must 
compete locally). 

That is his business and you can 
count on him for positive knowledge. 

He will give you the best selling 

(Continued on page 60) 











Electrical Refrigeration 


$7,000 Sales in the First 
Three Months 


How a circus helped a hardware firm put the big idea 
over in Elmira, N. Y. 


By K. B. Levegood 


HIS is a story of how elec- 

trical refrigeration came to 

Elmira, N. Y., a city of some- 
thing more than 45,000, with such a 
bang that the Barker, Rose & 
Clinton Co. sold more than $7,000 
worth of apparatus in the first three 
months of their experience with this 
line. 

This triumphal entry came with 
the circus and the elephants carried 
the banners and a clown talked elec- 
trical refrigeration from one end of 
the parade route to the other. Then 
the truck that had “marched” in the 
parade was placed in the menagerie 
tent and remained there until the 
“other animals” left to take the train 
for the next stand. 

This combining electrical refriger- 
ation—a new idea to thousands of 
people—with other curiosities creat- 
ed an interest that helped materially 
the distribution of this new product. 
The dramatic presentation of the 
Servel units to the people of Elmira 
brought many persons around to the 
store to make further’ inquiries 
about this “new animal.” 

Back of the story is the Barker, 
Rose & Clinton Co. After much in- 
vestigation the heads of this firm 
had concluded that electrical re- 
frigeration had advanced to the 
point of merchandising and this sea- 


son they stocked the Servel ap- 
paratus. Shortly after this decision, 
the billboards announced the coming 
of the circus and the firm’s adver- 
tising man got the idea of letting the 
elephants carry the banners. So he 
went to meet the circus people be- 
fore they reached Elmira and made 
the deal. 

The circus people prepared the 
banners and gave orders for the 
truck carrying the refrigerators to 
be placed in the parade and provided 
the place for it in the animal tent. 
Also they provided the clown who 
got the idea for his remarks from 
the advertising man. And that is 
how hundreds of people in Elmira 
learned of the new device that so 
simplifies the process of food preser- 
vation in the home. 

Another good break for this firm 
was that the ice manufacturers of 
the community used some of their 
newspaper space to advertise against 
electrical refrigeration, which 
aroused the curosity of some people. 
That was before the ice people had 
learned that electrical refrigeration 
advertising is helping their sales and 
they joined hands with the electrical 
refrigerator manufacturers to boost 
home refrigeration. 

The Barker, Rose & Clinton Co. 
did not rest their case on the ele- 





Follow the parade to page 32 and see more of this successful campaign 
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YES! | 


THERE IS A SEPARATE UNIT INSTALLATION 
FOR YOUR PRESENT REFRIGERATOR 











SERVEL 


| Why Not Have Our Electric Refrigerating Engineer Give You An Estimate? 


BARKER, ROSE & CLINTON CO. 


199-113 LAKE STREET. The Department Hardware Store 





This type of advertisement was used 
in newspapers weekly. This one was 
in space three columns wide. 


phants or the ice company, however. 
They had planned an aggressive mer- 
chandising campaign and _ went 
through with this. 

Frequent use of newspaper space, 
well prepared show windows, a force 
of house to house salesmen and di- 
rect mail campaign were coordi- 
nated and have brought results and 
have laid a foundation for a larger 
business in the future. 

The “frosty” window display was 
used during the hottest part of the 
summer and the excellent presenta- 
tion of “frost and snow” brought 
much word of mouth advertising, 
as the display caused much com- 
ment: 

The advertising has not strongly 
emphasized credit, although it has 
let it be known that terms would be 
made if there is a sufficient down 
payment. Not more than twelve 
months is permitted for closing the 
account. 

Service has not been a serious 
problem. The reason for this prob- 
ably is that all installations have 
been made by a factory trained man 
who saw to it that the apparatus was 
installed correctly and that the 
people in the household understood 
what it was all about. It is a case 
of proper selling forestalling later 
troubles. 

The success of this line has the 
entire store force much interested 
and all are confidently looking for- 
ward to increasing sales and do not 
believe that even cold weather will 
entirely stop the progress. 
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Moving Department 50 Feet Brought 
50 Per Cent Sales Increase 


There is avery practical lesson in merchandising in experiment whereby M. Rich ® 
Brothers changed the women from merely distance lookers 


HE moving of the electrical de- 

partment a distance of less 

than 100 feet on the fourth 

floor of the department store of M. 

Rich and Brothers Company, At- 

lanta, brought an immediate increase 
of fifty per cent in sales. 

The space originally assigned to 
the electrical department, when the 
new $1,500,000 department store was 
opened, was regarded as the best. It 
was in front of, and about fifty feet 
from the elevator doors. But sales 
did not come in the volume expected. 

A check showed that few women 
passed immediately by the counters. 
The display was in plain view of all 
who got off the elevator, but to get 
within handling distance of the ap- 
pliances, it was necessary to walk 
fifty feet. Only those who were in- 
terested in electrical goods made the 
effort. 

The department was moved to a 
space between the ladies’ rest room 
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to customers for appliances. 


and the beauty parlor. Every woman 
going to either of these spaces passed 
through or by the electrical depart- 
ment. It was found that few passed 
without at least a glance at the at- 
tractive appliances. Instantly sales 
increased. 

The increase in sales is credited 
entirely to the larger number of 
women passing close to the exhibit, 
as no change was made in display 
methods or fixtures. 

“The electrical department is a 
success in the department store if the 
location is right,” said C. A. Morris, 
manager of this department. “This 
presupposes that the goods are dis- 
played so as to attract the feminine 
eye and make the women want to 
handle them and that courteous an- 
swer is made to all inquiries. But 
sales will fall far short of what they 
should be if the appliances are not, 
placed where the people will get a 
close up of them.” 
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Rich’s electrical department occu- 
pies a floor space of only 750 square 
feet and carries a stock that inven- 
tories around $1,200, but with this 
limited space and stock they adver- 
tise “Everything electrical for the 
home.” 

Six outside salesmen are employed. 
They give most. of their time to sell- 
ing vacuum cleaners, but they are 
constantly on the lookout for oppor- 
tunities to sell other electrical goods, 


“and to tell the people into whose 


home they go of the electrical de- 
partment of the big downtown store. 

This experiment would seem to 
indicate that even in the more 
familiar appliances a demonstration 
is necessary in many cases. When 
the women were looking at appli- 
ances from a distance they admired 
them, but did not buy. When 
brought closer to the appliances, 
where they could “pick them up,” 
sales increased rapidly. 
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for the household electrical de- 
partment of Bangup’s Big De- 
partment Store in  Bustleburgh, 
accepted literally the often repeated 
and seldom emulated injunction of 
“the early bird.” 
According to her mother, Sally as 
a child got up early even on very 
dark winter mornings to “catch the 
worm.” In those good old days the 


~ ALLY HOPE, energetic buyer 





Sally’s 
Individual List 


FOR MEN 


Desk lamp. 

Reading lamp equipped with ash tray. 

Clip lamp which is movable. 

Cigar and cigarette lighter. 

Beverage mixer which can also be used 
as egg and cream beater. 

Immersion heater for heating shaving 
water and making impromptu tod- 
dies. 

Electric soldering iron and other tools 
including a workshop utility motor. 

Vibrator. 

Heating pad. 

Thermolight. 

For bachelors who keep apartments 
any one or more of the table ap- 
pliances, grill, percolator, water 
kettle, waffle iron, toaster or a 
wired space-saving table. 

Portable electric convenience outlets. 

Automobile cigar lighter. 

Automobile trouble-light kit. 

Automobile electric heater. 

Fan. 

Radiant heater or fireplace grate or 
logs. 

Violet ray outfit. 

Radio or radio parts. 

Electric clock. 

Trouser presser. 


FOR WOMEN 


Curling iron. 

Vibrator. 

Hair dryer. 

Violet ray. 

Wired dressing table. 

Dressing table* or boudoir lamps. 

Perfume burner. 

Electric boudoir clock. 

Cigarette lighter. 

Enameled fan or radiant heater. 

Fireplace log or grate. 

Electric heating pad. 

Thermolight. 

Illuminated sewing or work basket. 

Portable sewing machine. 

And for the woman with a home any 
of the table appliances. 

Cooker. 

Tiny electric clothes washer. 

Radio. 

Flat iron or traveling flat iron kit. 
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With Fall Trade Moving Nicely, | 


richest of the breakfast buns as well 
as the pick of wearing apparel were 
her reward. It satisfied her as only 
such things can satisfy little girls. 

Then as life progressed the re- 
wards changed in character only and 
acted to spur her on to become the 
hustler, the go-getter she turned out 
to be. Having made a success of 
everything she had ever undertaken, 
it was only to be expected that once 
Sally became the guiding influence of 
her department at Bangup’s the 
“worms” would come tumbling in. 
And they did. 

It became her creed always to be 
prepared for emergencies and to plan 
carefully to meet all seasonable de- 
mands. 

This was to be her first Christmas 
as buyer. The “grammar schovl’’ 









By Ethel Wan- 


companionship between father and 
daughter. 

“That’s right Sally, take it easy 
while you can,” Joe said meaningly, 
“no chance now for another grand 
stand sales play until the Christmas 


shopping season.” : 

“And that’s where you’re wrong, 
old dear,” she rejoined. “I’m doing 
my stuff now so that during that 


philosophy she _ practiced having ¢ js 


served her well so far, she decided to 
introduce it into her Christmas sell- 
ing campaign. Her evenings, or 
most of them, from that time were 
spent in consultation with her father 
and collaborator. 

It was during one of these confer- 
ences that her brother-in-law, Joe 
Werner, an electrical contractor, and 
her sister, Alice, came to pay one of 
their frequent visits. Outwardly 
Joe always made it appear that he 
considered Sally his rival, but to 
himself he admitted that the stage 
for rivalry between them had passed, 
for Sally’s brilliant merchandising 
of things electrical had put him out 
of the running a long time ago. 

Also every time he thought of his 
own lack of perception concerning 
Sally’s merchandising ability he 
dropped considerably in his own 
estimation. 

“What a partnership that might 
have been,” he often lamented. And 


’ to asuage his resentment toward him- 


self and Sally he teased her unmerci- 
fully at every opportunity. A be- 
havior that told her, and everyone 
familiar with the situation, more 
eloquently than words how much her 
success in a field where he should 
shine affected him. 

This time as on previous occasions 
Joe and Alice found Sally and Mr. 
Hope pouring over a little notebook 
while Mrs. Hope was reading the 
paper made obviously happy by the 
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While others of the family were reading 
prepared Christ © 


time I can take it easy—just wrap 
up packages and take in the money, 
so to speak, see?” 

“Is my clever sister-in-law losing 
her sales sense?” Joe inquired feign- 
ing concern. “Do you think the 
stuff’ll sell itself—I don’t think. It’s 
never done it with me! But per- 
haps you have pull with the powers 
that be.” 

“Pull and luck travel hand-in-hand, 
but the only thing that will make the 
stuff sell is brains, and plenty of that. 





Sally’s List 


Bathroom radiant heater. 
Lamps. 

Radio. 

Electric piano. 
Phonograph. 

Cleaner. 

Fireplace logs or grate. 
Cigar lighters. 

Fans. 

Electric clock system. 
Inter-house telephone. 
Furnace heat regulator. 
Silver percolator service. 
Copper percolator service. 
Nickelplate percolator sevice. 
Tea service. 
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steecceces 


Ressel Chantler 


But wait ’till you see,” she finished 
enigmatically. 

Joe’s nonchalant gesture of the 
hand implied he would no doubt have 
a long wait. Nevertheless he longed 
to get his hands on Sally’s little note 
book which, by this time, was safely 
tucked into her important looking 
brief-case. 

The very next day, Sept. 1, to be 


Sally’s ability, but he was not quite 
sold on the idea of beginning her 
Christmas selling campaign in Octo- 
ber. The early bird might be said 
to have caught the worm, but in his 
own mind he wondered about those 
occasions when possibly the worm got 
away. And he was too good a busi- 
ness man to depreciate his own mis- 
givings. 

“It’s a great idea—if it’ll work— 
or I should say if the buying public 
will work. But my personal opinion, 
Miss Hope, is that at this time of 
the year people are too busy think- 
ing of themselves, of their own needs 
to be thinking of gifts for others. 

“The house needs curtains, drap- 


i a eries and other furnishings, the wife 
Yate needs a fur coat and the kiddies wool 





September news, Sally and her father pre- 
mas lists 


exact, Sally went into conference 
with Mr. Bangup. The little note- 
book, as Joe suspected, contained the 
outline for her Christmas selling 
campaign. In fact this plan, as had 
been true of all Sally’s previous sell- 
ing plans, possessed such radically 
different and novel sales suggestions 
that Mr. Bangup began to doubt they 
would work out. 

As Sally talked he tapped his desk 
rhythmically with a pencil. He secret- 
ly had a great deal of respect for 
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for the Home 


Complete set of light bulbs. 
Electric refrigerator. 
Kitchen utility motor. 
Kitchen ventilating system. 
Dishwasher. 

Range. 

Cooker. 

Set of table appliances. 
Beverage mixer. 

Floor machine for waxing. 
Polishing and scrubbing. 
Clothes washer. 

Ironer. 

Dryer. 

Flat iron. 





Electrical Goods Section 


underwear—not to mention the golf 


™ needs of the tired head of the house 


and the winter’s supply of coal. 
Charity, you know, begins at home,” 
he finished satisfied with his analysis 
of the situation. 

For a less confident and less de- 
termined buyer Mr. Bangup’s crystal 
clear objection would have dissipated 
at least some enthusiasm, but not so 
Sally. In fact she had anticipated 
some such reaction from Mr. Bangup 
and was already prepared to upset it. 

“Perhaps you are right,” Sally 
admitted cleverly, “at least so far as 
the actual buying is concerned, but 
you can’t start too early selling the 
public the idea that electrical things 
make excellent Christmas gifts for 
everyone, and in doing this you are 
helping to make up gift lists. And 
now is the time most people are 
beginning to wonder what to give and 
how much to spend. 

“Too, there are any number of 
people, particularly among the charge 
customers who would dearly love to 
do their shopping early provided 
their bills for the purchases would be 
rendered as of December. Also to 
give it even more popular appeal 
these purchases when specified can be 
done up appropriately ...” thus 
Sally continued to sell him her plan. 

In the end Mr. Bangup was won. 


The Plan 


The first step was to design an 
envelop-size stuffer, for inclosure 
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Sally Prepares Her Christmas Lists 


in all wrapped packages and bills, 
boosting electrical Christmas gifts 
Included with the stuffers were 
lists of gifts arranged according to 
cost and under such headings as 
“for men,” “for women” and “for 
children.” 

The advertising department was 
worked to its last dash and quota- 
tion mark, preparing to Sally’s lik 
ing a special letter stressing the 

(Continued on page 64) 





Sally’s 
List by Prices 


Gifts Up to $10 


Bridge and other lamps. 
Curling iron. 

Flat iron. 

Small fan. 

Beverage mixer. 

Radiant heater. 

Cigar lighter. 

Christmas tree lighting set. 
Heating pad. 

Vibrator. 

Immersion heater. 
Thermolights. 

Electric soldering iron and other tools. 
Incense burner. 

Table appliances. 
Illuminated shaving mirror. 
Electric candlesticks. 
Phonograph motor. 

Radio parts. 

Automobile cigar lighter. 


Gifts from $10 to $20 


These and all succeeding lists include 
all items previously mentioned 
and— 

Ice cream freezer. 

Beater for eggs, cream and batters. 

Hair dryer. 

Sewing machine motor. 

Trouser presser. 

Illuminated flower and fruit baskets. 

Illuminated fountain or aquarium. 

Electric whiskbroom (miniature clean- 

er). 


Gifts from $20 to $30 


Electric clocks. 
Electric fireplace logs. 
Coffee percolator sets. 
Electric tea sets. 
Violet ray outfit. 
Workshop utility motor. 


Gifts Over $30 


Automatic cooker. 
Range. 

Clothes washer. 
Ironing machine. 
Sewing machine. 
Dishwasher. 

Cleaner. 

Kitchen utility motor. 
Ventilating outfit. 
Radio. 


Refrigerator. 
Electric piano or phonograph. 























Voltage Map of 
Community Is 


Big Sales Help 


NOW your volts and cycles is 
K good advice for the electrical 
goods salesperson. Much has 
been said about the slight need of 
technical knowledge on the part of 
this salesperson—and most of this is 
true—but this same salesperson must 
know the voltage of electricity in his 
or her community. 

This is not to be classed as tech- 
nical knowledge. It is just plain 
common sense to know what kind of 
current is used in your sales field, if 
you are selling tools to be used with 
that electricity—and appliances are 
merely household work tools. 

Some day, not far distant, there is 
likely to be only one sort of electri- 
city. But that is tomorrow and to- 
day there are several varieties. H. J. 
Francis explained this situation very 
thoroughly on page 42 of the Sep- 
tember ELECTRICAL GOODS and Mr. 
Francis is going to write more 
informative articles for this publi- 
cation and we commend them to you 
in advance—for Mr. Francis knows 
his voltages and he knows how im- 
portant voltages are in retail selling. 

So if you have not done so already, 
get a map of the community where 
your customers live and inquire what 
sorts of electricity are served in this 
community. If there is more than 
one voltage, mark your map accord- 
ingly. 

The chances are that the customer 
will not know what voltage is deliv- 
ered but he or she will know what 
company they buy from and where 
they live. Usually the company 
name is enough but not always, for 
some residences take their current 
from power lines and that is a com- 
plication. 

Undoubtedly the buyer for elec- 
trical goods has gone into this point 
and knows the lay of the land in a 
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Where Was the Mistake? 


$20 for Those Who Point Out Errors 


caught her attention. 


clerk. 


TRICAL GOODS will be the judges. 


tion with a retail store. 





T HE woman was well dressed, but even a casual observer would 
have said that she was thrifty. A live heater on the counter 


“Is this expensive?” she asked, pointing to the heater. 
“That model is $7.50. We have them from $5 to $10,” replied the 


“Are they expensive to run?” came next. 
“If you live in the city where the 8-cent rate holds, it will cost 
you a little less than 5 cents an hour.” 


“Can they be used economically for heating the house?” 
“Yes, ma’am,” was the answer. 


To the person actively engaged in selling who supplies the best 
explanation of the fault, ELECTRICAL Goops will pay $15. 
five next best answers, $1 each will be paid. The editors of ELEc- 

Because of the number of answers : 
received, it will be necessary to consider only those who state connec- 


For the 








Address Sales Contest, ELECTRICAL Goops, 239 West 39th Street, 
New York City. Competition closes October 20. 





general way but we have found that 
buyers sometimes negiect to pass the 
knowledge along to the sales people. 
If your community has 110 voltage 
generally, and one or two streets has 
220 voltage, look out for customers 
living on these streets and once you 
find them, impress upon the cus- 
tomers that in future buying they 
must remember to state this fact or 
they are likely to buy appliances that 
will make trouble for them. 
Wholesale catalogues, as a rule, 
state very clearly what voltages ap- 
pliances are manufactured for, but 
there is room for improvement in 
some cases. These catalogues are an 
interesting textbook for the electrical 
goods salesperson if the reader will 
ask himself sufficient questions. 
Some laundry irons are made in 
seven different voltages and the sales- 
person who cannot tell how many of 
these voltages exist in his community 
has not yet started to master his job. 
Another factor that enters in this 
knowledge of your field, is the price 
of current. A correspondent of 
ELECTRICAL GOODS mentioned in a 
recent letter that his customers 
came from five communities and in 
each community there was a different 


24 


rate for electrical current, aside from 
the sliding scale for the amount used. 
This man had five tables for the cost 
of using appliances made on cards 
and kept them at the counter ready 
for instant reference. He found that 
few of his customers knew the rate 
and he had to get this information by 
asking from which company they 
purchased power. 

It is one of the inconsistencies of 
selling, that in this community people 
were rather keen on knowing how 
much the appliances would cost them 
to operate, yet they did not know the 
rate for current. But a good sales- 
man does not find fault with these 
inconsistencies. 

As a by-product of this study of 
voltages there is incidental sales in- 
formation. If a map is compiled, it 
will be shown that certain parts of 
the community are without electric 
current. Such information should be 
transferred to the mailing list, for it 
is useless to cultivate these people 
with electrical goods mailing mate- 
rial but they should be cultivated for 
the best non-electrical labor saving 
devices and when they get electrical 
service, they will have formed the 
habit of buying from you. 


Can Customer 


Use a Power 
Tube on Set? 


OWER and other special pur- 
Pre tubes are certain to be- 
come important factors in radio 
and radio accessory merchandising. 
Such tubes are coming into the mar- 
ket from reputable manufacturers in 
considerable numbers. They can now 
be accepted as having a proven field. 
There are certain precautions 
needed for the sale of these tubes 
and it was to call attention to this 
fact that the problem was published 
in the September ELECTRICAL GOODs. 
The replies we have received indi- 
cate that the trade does not fully 
appreciate the merchandising of this 
new radio development. 

For the first time since we have 
been publishing the problems we do 
not feel justified in awarding the 
limit of rewards. Usually we have 
felt badly that we could not include 
more names in the list. The awards 
we make on this problem are: 

Walter D. Meany, Gardner Hard- 
ware Co., Gardner, Mass. 

Walter E. Law, Hennepin Hard- 
ware Co., Minneapolis, Minn. 

Eugene J. Brown, The Brown Co., 
Warren, Ohio. 

Fred Bateman, 
Ottawa, Canada. 

Mr. Meany’s letter is very much to 
the point, so much so that we will in- 
clude it in full in this report: 

“The fact that the customer dis- 
cussed the merits of broadcasting 
programs leads one to assume that 
She had owned a receiver for some 
time. But, why did she want a com- 
plete new set of tubes? Had her 
old tubes suddenly burned out? Was 
her set wired to use a power tube? 

“The salesman did not ask these 
questions, the answers of which 
might have enabled him to have been 
of service to the customer. Who 
knows whether the new tubes will 
function any better than the old 


Charles Ogilvy, 


Electrical Goods Section 


by better Jakevmen 








The Problem 


HEN the salesman greeted this woman, she said: 
“I would like to get five radio tubes, one a power tube.” 
After ascertaining that she was buying for a dry cell receiver, 
the salesman took her to the tube counter, saw that her request 
was complied with and collection made, but radio was not further 
discussed except as to the merits of broadcast programs. 


nes 








Who knows but what she 
instead of 


ones? 
needed new batteries 
tubes, or both? 

“If the salesman had inquired as 
to the condition of batteries, he 
might have sold batteries as well as 
tubes. Possibly she was a prospect 
for a battery eliminator, a charger, 
a pair of phones, or a new type 
speaker or any of the necessary radio 
accessories. 

“It certainly would have been easy 
to have suggested these items, in fact 
the greatest mistake in this transac- 
tion is the failure to make inquiry 
and to suggest and sell other acces- 
sories to the customer. 

“Any person of average intelli- 
gence should be able to sell any article 
like radio tubes when they are asked 
for. That does not constitute sales- 
manship. It is the true salesman 
who sells more than is asked for.” 

We have only one suggestion to 
make as to this solution and it con- 
cerns the negative possibilities of 
the situation. Not all receivers are 
wired for the use of power tubes. 
When a salesman takes the money 
for any merchandise, he should see to 
it that the customer can use that 
merchandise. If the salesman con- 
tributes avoidable waste, he loses 
respect of customers and probably 
sends them to some other store to 
buy. 

Let us suppose for instance that 
this woman was buying a new set of 
tubes to hear the story of the Demp- 
sey-Tunney fight and because her set 
was not wired for power tube, she 
spent the entire evening trying to 
get the set to work and heard 
nothing. 

What would she have said about 
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the salesman and the store that per- 
mitted her, without question, to buy 
the useless tubes? Of course she 
should have known her own receiver 
and really she would have been to 
blame, but customers do not always 
reason that way. Anyone who has 
handed merchandise over the coun- 
ter knows that. 

Radio is still new and most people 
who talk about it do not know nearly 
as much about it as they think they 
do. Power and other special pur- 
pose tubes are shipped accompanied 
by instructions as to their use and 
these should be a warning to the 
salespeople to practice as much cau- 
tion in selling them as the customer 
must practice in using them. 

We would not class this as tech- 
nical radio knowledge. It is just 
plain selling knowledge. 

It is quite evident from the other 
letters that selling of radio acces- 
sories holds great possibilities to the 
salesman who can “talk” radio to 
his customers. Mr. Law, who has 
had much experience as manager of 
a radio department, says: 

“It takes little time to double the 
amount of the sale, but the cost of 
selling does not go up more than 10 
per cent. I would say that radio is 
different from other merchandise. 
The customer should not only be sold 
what they absolutely need, but those 
things which will give better recep- 
tion. For instance, the sale of a 
power tube suggests the sale of a 
cone speaker, which works well with 
a power tube. 

“But, after all, we come back to the 
point that the salesperson must sell 
the ‘asked for’ and then mention and 
sell other articles.” 











Radio World’s Fair Sets 


Pace for Big Season 


Special dealer hours make for better understanding 


and more business—Retailer recognized as 
im portant link in industry 


By Arthur Sinsheimer, Radio Editor 


HE Radio World’s Fair held 
in the new Madison Square 


Garden in New York City is 
over but the effect of this gigantic 
show on the radio business for the 
coming year will undoubtedly be felt 
around the world as a part of the 
scheme of distribution, the retailers 
will of necessity reap his share of 
the profits from sales which such 
exhibits as these will tend to stimu- 
late. 

Before going any further, we must 
take this opportunity to say that the 
success of this New York Show was 
due primarily to the good general- 
ship of the Herrmann-Irwin manage- 
ment to whom we offer our congratu- 
lations. 

It was practically the first show 
that was planned as a material help 
to every branch of the radio industry 
through the arrangement of morn- 
ings being exclusively for the active 
distributive factors in the industry, 
with afternoons and evenings being 
devoted to the general public. This 
had the effect of smoothing out 
much confusion of previous shows. 

Running true to form as the 
World’s Greatest Radio Fair, the 
products of most of the responsible 
radio manufacturers were displayed. 
Jobbers, wholesalers and retailers 
from all over the country attended in 
great numbers to view all the new 
lines and in the mornings and no 
matter where one went in the Garden, 
little groups could be seen in booths 
with conversations running toward 
making arrangements to handle the 
various products from the manufac- 
turer down through the retailer to 
the consumer. 

If you as a retailer did not attend 
this Fair, you should get in touch 
with your distributors and be sure 
you learn through them what the 
market offers for this season. 

And then in the afternoons and 


evenings the picture changed a bit. 
Interested crowds of radio fans and 
prospects over-ran every available 
inch of floor space. The public was 
there to see what was new in radio 
and to form their own ideas, by com- 
parison, as to just which sets and 
parts and accessories they would 
buy from their dealers when they 
got home. To them the show was 
indeed a big success and you’d bet- 
ter be ready to take care of their 
calls for the new things which the 
show made them hungry for. 

To give a word picture of what 
was shown by the manufacturers in 
the various booths would take a vol- 
ume to hold, but as a brief summary 
I might say that there was nothing 
so new that it would have an effect 
of revolutionizing the industry, ir- 
respective of the fact that many 
prophecies had been’ whispered 
around by uninformed novices that 
“something was coming” that would 
change and make obsolete everything 
that went before. It did not—and 
will not—come to pass. 

Sets this year are refined material- 
ly as to construction, ‘workmanship 
and performance, with cabinet work 
as simple or as ornate as a person’s 
taste would desire or pocketbook al- 
low. Battery eliminators and trickle 
chargers were shown in profusion, 
an outcome of the increased public 
desire to run the set from electric 
house current. Complete electrically 
run radio sets are still in the minori- 
ty for, while there were several on 
exhibition, most of the ten or twelve 
which were exploited at last year’s 
show have dropped out of the pic- 
ture because of technical construc- 
tion troubles which they developed. 
Those of this year are in the hands 
of reliable manufacturers who fully 
guarantee their products which un- 
doubtedly will help their sales. 

Parts and accessories were shown 
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The Man Who Knows 


in great numbers which proves that 
the “I roll my own” fans are still 
greatly interested in buying the “in- 
gredients” of a good set. Crowds 
seen continually around booths dis- 
playing condensers, dials, sockets, 
coils, transformers and other tuning 
apparatus were good proof that parts 
are still in demand by a certain good 
sized buying contingent. 

In the way of loud speakers, cones 
of all sizes and various ornamental 
designs seemed to predominate, al- 
though some of the good old stand- 
ard horn speakers held a strong in- 
terest with the real “fan” visitors. 
And in the matter of tubes, they 
were there in great variety, the 
power and rectifying type drawing 
the greatest interest, with many new 
makes of standard detector and am- 
plifier tubes being in evidence for 
your customers’ selection. 

The Radio Industries Banquet, 
which was widely broadcasted, was 
the greatest gathering of the radio 
industry that has ever been brought 
together and should prove that the 
majority of members of the fra- 
ternity can meet in better harmony 
than in previous years. This point 
is very important because it bespeaks 
a better understanding between the 
various factors of manufacturing, 
distributing and merchandising 
which can’t help but smooth out 
some of the rough spots still hinder- 
ing the industry. 

Very few things on display for the 
selling season of this year can be 
honestly labelled as absolutely new. 
Cabinets and general construction of 
most radio instruments and acces- 
sories have been somewhat changed 
in appearance but close study will 
reveal the fact that circuits and parts 
are merely dressed up in new attire. 
Refinements appear everywhere and 
the big talking points on sets seem 

(Continued on page 64) 





the lower level showroom, where show nisitors could See how if Iwas done 
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Typical booths at the Radio World’s Fair in the new Madison Square Garden, which set new attendance records. 
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STEWART -WARNER 


Foto Topics—Stewart- Warner—Bradley 


Visitors were permitted to enjoy the beautiful display because of the absence of personal selling effort. 











CRUSLEY RADIO 
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This little double 
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Five tubes, tuned 
radio frequency 
Iwo stages non 
escililating radio 
fre quency ampli 
fication, Crescen- 
don, two stages 
audio frequency 
amplification. 
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FL models 


Manufactured under Radio Frequency Laboratory License 








Crosley R. F. L. sets represent the highest known 


development in radio receivers. They will not 
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how inexperienced the operator may be. 
They are sensitive to a degree rarely attained in 
tuned radio frequency circuits, cutting out nearby 
stations with an ease and simplicity that makes 
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— —) them ideal for use in congested broadcasting areas. 
~ UFPelt|| sedis 

me “bite | Persons technically initiated will instantly under- 
Sone | a W stand the perfection of Crosley R. F. L. sets when 
ta | if | they realize that true cascade amplification, in 
| _§ addition to absolute balance, is accomplished 
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through the use of Wheatstone bridges in each 
stage of radio frequency. 
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| a nt for lo this technical perfection Powel Crosley, Jr. has 
— applied his mass production methods, with the 
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equipment that even approaches Crosley values. 
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‘yo t | ane Re-pcenik carapace itl a The use of parts in million quantity lots, the 
ratio vernict controlied condensers affording sharp ¢ simplification of mechanical processes and assembly, 
Double drum sta. trimmings Power tube adaptability. Appearance and and the ownership of wood-working factories which 
came naiatis oy Gon ak geal at alee eae ae produce exquisite mahogany cabinets at an almost 
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"12° al 6-Tube Console Model RF. L.—90 ‘ . . 

| "4a AWS) Saale heen eaiietan i dailadie reception at the lowest possible price. 

) "23" — finished in two tones, osley Mesicone built-in $ ree ° ° . . 

| 12-inch size. $12.50 Ample space for all batteries and accessories. an [hat the public is appreciative of the excellence 

' <--Inch size adaptabiiits Comparable in appearance tothe highes 2 > 

| Super Musicone, priced radios, and in performance it has few equals. of Crosley R.F.L. radio sets, as well as the oppor- 

| ponutifui Must. tunity to enjoy them at small cost, is daily indi- 

ie Gameecin oes cated by the tremendous volume of Crosley sales. 
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| | wwe § 6 | THE CROSLEY RADIO CORPORATION, CINCINNATI—POWEL CROSLEY, Jr., President 
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sag f } appheations of Radio Frequency Laboratories, Inc., and other patents issued and pe nding. Owning and operating station ; write Dept. 204 
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Crosley Features ing volume. An exclu- furnishes asubstantial THE SINGL E DIAL “THE USE OF POWER HEAD 
ie sive Crosle y feature frame for mounting STA ACUMINATORS” TUBE PHONES 
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several Crosley sets, 


creases selectivity and 
saves costs by stand- 
ardizing this phase of 
manufacture. 


control. Crosley single 
drum control enables 
you to find the stations 
sought without log 
book or “‘tuning’’ 
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ordinary single dial 
radios. In tuning high 
powered and local sta- 
tions ‘hey are not used. 


reception at mode rate 
cost, This feature is in 
keeping with all that 
is most progressive. 
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THE CROSLEY 4-TUBE 





4-29 MODEL and ~~ 


Listen to Everything 


Here is remarkable performance at 
very low cost. This little set amazes 
owners the country over by its range 
and the quality of its reception. 


It is a most ingenious arrangement of 
regeneration, blocked against re-radi- 
ation by a stage of radio frequency 
amplification, with two stages of audio 
amplification to afford ample volume 
on the loud speaker. The Crescendon 
enables operators to build up weak 
signals to room-filling strength. 


The Crosley 4-29 has thousands of 


enthusiastic owners, located amid 
various conditions of radio reception. 


THE CROSLEY RADIO CORPORATION, en Jr., 


The many unsolicited letters received 
indicate its great efficiency and satis- 
fying qualities. 


The price is possible only through 


Powel Crosley Jr.’s program of great 
production. Like all other Crosley 
models, this set is built in tens of 
thousands of quantities, reducing unit 
cost tremendously. 


The 4-29 model is an excellent value 
—efficient, low in price, carefully 
made, compact and easy to operate. 
The cabinet is finished in beautiful 
two-tone mahogany. Price does not 
include tubes and accessories. 


President 














Crosley manufactures radio receiving sets, which are licensed under Armstrong U. 
WE none of Radio Frequency Laboratories, Inc., and other patents issued and pe oF nog Owning and operating station 
first remote control super- power station in America. All prices without accessories. 


Patent No. 1,113,149 or under patent For ( atasogue 





write Dept. 204, 


Crosley Features 





‘*CRESCENDON” 
=" When, on or- 

1 dinary radios, 
oe ears must 
“—~_straintocateh 
astationmiles 
awey. a turn of the 
‘ rescendon on Crosley 


radios instantly swells 
‘eception to room-fill- 


ing volume. An exclu- 
sive Crosley feature. 


ALL-METAL 
SHIELDED CHASSIS 





This truly great radio 
achievement, found in 
several Crosle ey sets, 
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furnishes asubstantial 


neers , shieldsthe 
units from each sent 
prevents intersta 
improves the stabilit 
of the circuit, ~ 
creases selectivity and 
saves costs by stand- 
ardizing this phase of 
manufacture. 


a the joy or the 
>. Seonvenience 

*” of single dial 
control. Crosley single 
drum control enables 
you to find the stations 
sought. without log 
book or ‘‘tuning’’ 
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Ih, clear— weak sta- 
tions passed over 
and entirely missed by 
ordinary single dia 
radios. In tuning high 
wered and local sta- 
ens they are not used. 


THE SINGLE-DIAL “THE USE a 
STATION MINATORS” » 
SELECTOR = Power tubeadapt- —. 
Nothing in a aang ny enllity = marks the 
— ors perm un- Y 
| t ., & . -. a ing in— loud and **6- oR ond’ REL" 
> 


sets. Thia feature 

typifies C rosley provi- 
sion for best radio 
reception at moderate 
cost. This feature is in 
keeping with all that 
ia most progressive. 


CRCSLEY RADIO 
All prices slightly 
higher west of 
Rocky Mts. 














This little double- 
circuit 1-tube set 
has made long dis- 
tance records, 








4 tubes. ‘Amazing 
efficiency, Cres- 
cendon equipped! 





The 4-29 in port- 
able form. 








3. ee 
*38 
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Five tubes, tuned 
radio frequency. 
Two stages non- 
oscillating radio 
frequency ampli- 
fication, Crescen- 
don, two stages 
audio frequency 
amplification. 


— 


| ves a | | 
$40 on, fl 
= Ls 


5 tubes, !-dial con- 
trol acuminators, 
Crescendon, 
power tube adapt- 
ability. 














6 tubes. True-cas- 
ende amplifica- 
tion; non-oacillat- 
ing and non-radi- 
ating. 





! 














In a mahogany 
eonsole. 65-tube 
5-50 receiver, 
Crosley Musicone 
speaker, ample 
compartment tor 
batteries. 











Double drum sta- 
tion selector! 
Musiecone and 
root for batteries 
and accessories, 











12-inch size, $12.50. 
org r Musicone, 

16. Musicone 
De sluxe,$23.50. Also 
beautiful Musi- 
console with room 
for batteries and 
acces sories, as 
below. 











HEAD 
PHONES 
$3.00 





QUALITY 
AND BEAUTY 
IN CABINETS 

AND 

CONSOLES 
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When the Elephants Brought Electrical Refrigeration to |own 


Large crowds saw 
the banners and 
heard the clown 





After the parade 

the display truck 

took its place wim 
the animal tent 





oe, 
“ 





Before the people 
entirely stopped 
talking about the 
parade, this 
window started the 
talk anew 


See story on page 20 
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CLEANER. 




















UREKA unit sales during the first 8 months of this year 

far exceed the unit sales of any other “make” of electric 

cleaner. Thus the dominance of Eureka in the electric 

cleaner industry, so clearly established by the record Eureka 
sales of 1925, continues and increases. 


Public demand for the Grand Prize Eureka grows steadily 
greater and greater in the face of all manner of claims made 
for competing“‘makes” and all sorts of complicated mechanical 
aids to cleaning, hailed as “revolutionary improvements.” 


Supreme simplicity of design, uncompromising quality of 


manufacture and amazing cleaning efficiency are responsible 
for the selection of the Eureka by so impressive a majority 
of the world’s purchasers of electric cleaners. 


It naturally results from this that any progressive dealer can 
get electric cleaner business more easily and profitably with 
the Eureka than with any less efficient and less popular 
“make”. Wire or write the factory for complete informa- 
tion regarding the Eureka Franchise and Eureka advertising 
and merchandising plans for your district. 


See the Eureka Exhibit at the Sesquicentennial Exposition, Philadelphia, Exposition Building 


EurekKA VacuuM CLEANER Company, Detroit, U. S. A. 
Largest Manufacturers of Vacuum Cleaners in the World 


Canadian Factory, Kitchener, Ontario 
Foreign Branches: 8 Fisher Street, London, W. C. 1, England; 58-60 Margaret Street, Sydn Australia 


Ofhe | Grand Snize 


VACUUM CLEANER 7 
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This astounding 
Eureka “‘High- 
Vacuum” Test 
explodes extrava- 
gant claims of 
other types of 
electric cleaners. 


(297) 
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A College Girl Planned and Built This Window Display 


MRIS GENERAL ELECTRIC 


snnoumce {20 ROTaGE 


SUNBEAM 
MR. NATIONAL MAZDA 


ELL M. COOVERT was tem- 

porarily working for the 
Jennett Hardware Co. of Van- 
couver, Wash., and she did not 
exactly like one task that came 
her way, so she agreed to build a 
special window, if the display man 
would do her other task. Miss 
Coovert was working while await- 
ing the opening of the college term. 
She had never built a window dis- 
play. The window attracted so 
much attention that its fame has 
traveled over the country. Mr. 
Bennett said the results to the 
store were extraordinary. 


i 


’ 

The framework for the bodies of 
the bridegroom and minister was 
made of a yard stick. The lamp 
bulbs for the heads were attached 
to the top. The clothing was of 
stiff black and white paper, the 
hands of white paper, pasted in the 
sleeves. The bridegroom was at- 
tired in full dress and the minister 
in the Episcopal garb. 


The colonial effect of the bride’s 
dress was obtained by covering a 
wire calf muzzle—thus giving ro- 
mance to stern reality—with crepe 
paper attached in layers to form 
petals. The veil was attached to a 
frill of white crepe paper, pasted 
on the back of the head. Her bou- 
quet was tiny pink and white arti- 
ficial flowers. 





Miss Nell M. Coovert 





The bridesmaids, one in pink and 
the other in white, and the same 
color scheme was carried to the 
flower girls, wore simple crepe 
gowns. In each case pink flowers 
went with the white dresses of the 
bridesmaids. 


The features were painted on the 
lamp bulbs, using the regular show 
card colors. The lamps were con- 
nected in series and care was taken 
to adjust the paint and light to 
show features to best advantage. 
Except the three principals the 
faces were merely pretty, but the 
minister’s features, on a_ round 
bulb, was a good humored, puffy 
face and a bald head with scalp 
lock. The bride was a demure 
sort, rosebud lips, downcast eyes 
and that sort of thing. The 
bridegroom was open mouthed, 
rolling eyes and appeared to be 
more scared than when picked in 
the draft. 


Above the heads of the couple 
was a lamp covered with pink and 
white crepe paper arranged for 
rose petal effect. 


This window is, of course, pri- 
marily, a June bride display. We 
print the photograph and descrip- 
tion at this time to indicate how 
ingenuity and good taste when in- 
telligently applied will result in 
profitable window displays. 
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And the Premmer Duptes ne eed 

wg tes mores and Brush are ball bearing 

They are ready, theoughout « life «ie 

accompirsh & hour resales in bur a fraction 
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Coming m October- 
Saturday Evening Post 
pages in 2 colors. 
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In The 
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for Big October 


Not only October, but 
every month in the year is 
a big advertising month 
for Premier Duplex—and 
a big selling month. If 
you do not already sell the 






Striking full and half pages in all the 
women's magazines for October. 


sales on 


Premier 


ELtectric VACUUM CLEANER Co., Ine. 
Cleveland Ohio 
Manufactured and distributed in Canada by the 
Premier Vacuum Cleaner Co., Ltd., Toronto. 











Premier Duplex-—wire or 
write today for details of 
the valuable franchise. 
This is a good season to 
get in and keep going. 
Start now! 
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Making Customers for You 


F you are selling anything electrical—friction tape, 
| incandescent lamps or curling irons or even in- 
sulated wire, every house that is wired or rewired 
in your community makes a new prospect for your sales. 
It is up to you to make this prospect a customer. 
Never mind whether or not the contractor in your 
community sells lamps and appliances—if you know 
some one who is thinking of having the home wired, or 
more outlets added, or anything of the kind, see that 
word of this prospective job gets to the contractor. 
If the house is wired, you have a competitive oppor- 
tunity to sell something; if it is not wired, you have 
no chance at all. So push the contractor’s business. 
880 hardware dealers are selling radio receiving 
sets and accessories. 6680 maintain regular ser- 
vice departments. 


Seven Turnovers in 10 Months 


CCASIONALLY we meet a merchant who is en- 
() joying a fair trade on one or two items of elec- 

trical goods who is in doubt as to the advisability 
of establishing a department. Since ELECTRICAL GOODS 
has been lending encouragement to the department idea, 
one store has taken this step and has just given an 
accounting. This store, one of five large stores in 
a city of 48,000, had such a department for ten months 
at the end of the store’s fiscal year. In this ten-month 
period the sales amounted to $17,457 and at the end of 
the period the stock amounted $2,292. More than a 
seven times turnover in that period. 





4900 department stores sell radio receiving sets. 


ey 


The Radio Show 


4410 maintain service departments. 
UST a suggestion as to the radio show of your 
J community. There were many dealers at the New 
York show and without exception those who ex- 
pressed themselves felt that the time was well spent. 
Those who are thinking of changing lines, were able to 
see almost the entire array of possible products. Those 
who were not thinking of changing lines, saw exactly 
where their line belonged in the picture. A good radio 
show is an education to a dealer or salesman. 





A hardware store in a town of 578 population 


sold 36 radio receivers last season. 
M time payments recently have said that electric 

and gas service stations have a decided advan- 
tage over merchants, because they can cut off service 
if the people do not complete payments on the toaster 
or washing machine bought for 50 cents down and 10 


Tell Them the Truth 
ERCHANDISING publications in discussing 


36 


cents a week. These writers say “the public well knows 
this and so pays.” The fact is, the electric or gas ser- 
vice stations, or other public service, have no advantage 
of this kind. The question has been tested in the courts 
and it is established that merchandising appliances 
and sale of current or gas are not common. The service 
company must take the same chances as other merchants 
on collecting for merchandise. 





A department store in a town of 20,000 last 





Peddling in the Mass 


season sold 105 receiving sets. 
(kor are many merchants who sell radio today 

who are not making the most of their opportunity 

—because they hate the personal solicitation idea. 
They will not go out and directly ask people to buy, nor 
do they care to send someone from door to door under 
their name. The next thing, of cvourse, is to get people 
to come to them. Some dealers have been making great 
success of supplying a radio program for moving pic- 
ture shows, others by renting a movie film—often 
supplied by the manufacturer—for a free movie and 
radio show in a district school. These efforts are 
peddling in the mass or combining many demonstrations. 





A hardware store in a town of 2146 last season 





The Objective of Business 


sold 122 receiving sets. 
EN, we presume, become merchants because 
M they want to make money and believe that 
they can be happy in this work. Some mer- 
chants add another objective—they believe that in mer- 
chandising, they can best serve the people. We have 
heard many merchants express this latter objective and 
almost without exception these men are excellent mer- 
chants. They find much of their own happiness in the 
business in making other people happy—and that is 
service. These are the men who are pushing the sale 
of electric appliances, for in so doing they believe they 
are relieving people of drudgery. 





A department store in a town of 138,000 sold 
1600 radio receivers and a competitive store in the 


same town sold 600. Some market! 
R effective for the last month, came with surpris- 
ing promptness after the standardization had 
been accomplished. The new lamps have quickly won 
a place that permits the dealer to carry much less stock, 
reduces his inventory routine, occupies less space and 
saves much time in making the sale. Some dealers 
say that with fewer styles of lamps, there are more pur- 
chasers of quantity. Perhaps similar elimination of 
styles in other branches would be equally beneficial. 





The New Lamp Prices 


EVISED price schedules of incandescent lamps, 
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Prepare Now for That Bigger 
Fall and Holiday Season! 


OOLER weather brings holiday thoughts and holiday buying! 


Right now is the time to arrange for the fall and holiday season—remember, this will be 
the biggest electrical gift year you have ever known. They’ll not simply be the smaller appli- 
ances, ranges as well will share in the heavy electrical gift buying. 


The time to prepare is now—put in a stock of L & H Electric Ranges and Appliances for 
there is real business on these items waiting for you at holiday time—but you must be ready. 


Write us today for details. 





A, J. LINDEMANN & HOVERSON CO. - 435 Cleveland Ave., Milwaukee, Wis. 
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A section of the table appliance display in the permanent headquarters of the 
Electrical League of Cleveland. 


Why Cleveland Is the Best 
Appliance City 


The Electrical League has included all retailers of Standard 


Products in the promotion plans. 


LEVELAND, as you will see 
* by the tabulation on this page, 
is much ahead of the rest of 
the country in the distribution of 
electric appliances. Cleveland also 
ranks very high in the percentage of 
wired homes—leading the large cities 
of the country. 

The success in promoting the idea 
expressed in “Do it electrically” in 
Cleveland has resulted in the Elec- 
trical League in that city being the 
model for the proposed national mer- 
chandising plans to be carried for- 
ward under the direction of the 
Society for Electrical Development. 


The basis of the Cleveland plan is 
that the Cleveland Electric [lluminat- 
ing Co. does not sell appliances or 
other supplies but devotes its pro- 
motion work to assisting all mer- 
chants who sell standard electrical 
goods as a part of their business. 

Much of this promotion work is 
done through the Electrical League 
of Cleveland, which is supported 
jointly by the Illuminating Co. and 
those who are in the electrical busi- 
ness in that city. “Electrical busi- 
ness” is not applied in any narrow 
sense in Cleveland, for one division 
of membership of the League is 


Electrical Appliances in Use in Every One Hundred Homes 





In Cleveland Homes 


: In Ten Groups’ Renting for an In the 

. of Cleveland average of $54.35 United ; 

: Homes per month States : 

AS eee ny errr 96 97 71 ; 

; Vacuum cleaners .............. 85 84 ol : 

Sr See ile ieee ekg 70 68 23 : 
ee 63 52 21 
rarer 48 39 19 
Percolators Epes 45 45 13 
Radiant heaters .............. 38 3 10 
ee er 36 1 ° 
Sewing machines ............. 30 21 ° 
i ae ee ed a oie Be 28 28 . 
Waffle irons .... 18 21 ° 
Ironing machines ............. 12 3 1% 
Electric refrigerators ......... 5 ] ly, 

Ee rr a re 5 2 3 

- Dishwashers 2 0 ° 


*Not available in national survey. 
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J. C. North 


“Appliance Dealers” and some of the 
good workers in the League plan 
have recruited from hardware de- 
partment store and house furnish- 
ing merchants. 

All members of the League pay 
dues and serve on committees to 
promote the work of the section in 
which they are interested. In the 
1925 distribution of funds, 27.3 per 
cent was expanded for promotion of 
the appliance market. 

The present plan is a development 
of six years activities. The first of 
this promotion work undertaken 
under the direction of J. C. North, 
president and manager of the League 
was the operation of electric homes 
in various sections of the city. After 
nineteen such homes had been con- 
ducted with growing success, Mr. 
North and his associates become con- 
vinced that a permanent exhibit was 
needed. The demonstrations in the 
homes aroused much interest and 
brought a steady flow of inquiries. 

The effort to answer these in- 
quiries—which could be answered 
ynly by a demonstration in most cases 
—brought the idea that worked out 
in a permanent exhibit in the Hotel 
Statler. This exhibit was opened 
May 18, 1925, and has been the cen- 
ter of a growing interest. 

It will be our endeavor in subse- 

(Continued on page 66) 
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They last twice as long as the 


smaller batteries 


TnHat, boiled down, is the message that 
Eveready Radio Battery advertising will 
hammer home, month after month, begin- 
ning with October. 

It is estimated that fully 80 per cent of 
all radio receivers sold have four or more 
tubes. All such sets require Heavy-Duty 
Batteries, yet many dealers, in their efforts 
to sell complete a radio outfit—receiver, 
tubes, ‘‘A,” “B” and “C’”’ batteries, loud- 
speaker, etc.—keep the initial cost down by 
supplying the smaller, less expensive and 
shorter-lived 45-volt batteries. The heavy 
drain of 4 or more tube sets exhausts these 
batteries in a short time and the purchaser 
becomes dissatisfied—even distrustful. 

On the same set and under similar con- 
ditions Eveready Heavy-Duty “B” Bat- 
teries—either Eveready No. 770 or the 
even longer-lived No. 486—will last as 
long as two sets of smaller batteries of 
equal voltage. 





of equal voltage 


You can build up invaluable good-will 
if you will make it a rule to sell only Ever- 
eady Heavy-Duty “B” Batteries he sets 
with 4 or more tubes with or without 
power tube. 

Iiveready Dry “B” Batteries give the 
pure, noiseless D. C. (direct current) so 
absolutely essential to pure tone. 

Tie up with Eveready advertising. Use 
I:veready window and store display ma- 
terial and watch sales grow. 


Manufactured and guaranteed by 
NATIONAL CARBON COMPANY, Inc. 
New York San Francisco 


Atlanta Chicago Kansas City 
Canadian National Carbon Co., Limited, Toronto, Ontario 





Tuesday night means Eveready Hour—9 P. M., Eastern Standard 
Time, through the WEAF network stations: 


WEAF~New York wor-Bu ffalo WwGN-Chicago 

Ww JAR~Providence WCAE—Pittsburgh woc—Davenport 
wrEl—Boston wsal—Cincinnati _ { Minneapolis 
wtaG-Worcester WTaAM-—Cleveland wer of St. Ponte 
wrt Philadelphia ww Jj-Detroit xsp—St. Louis 


wKe—M asnington 


EVEREADY 


Radio Batteries 





-they'sell faster 
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New Goods to Sell 


Aglite Electric Candle Bracket 


Made in four models: A2569, keyless, 
without plug; A2570, toggle, without 






plug; 2571, keyless, with plug and 
© 
Ya 

2572, (illustrated) toggle, with plug. 


The bracket has an oval canopy 3% x 


5% inches. Extends 3% inches over 
all. The wax finish candle is 2% x 1% 
inches. Made for bedrooms, bath- 


rooms, dressing rooms, etc., finished in 
porcelain enamel, white and old ivory 
and brass metal in any standard 
sprayed or plated finish. Manufac- 
tured by the Edwin F. Guth Co., St. 
Louis, Mo. 





(,-E Soldering Lron 





The General Electric Company, 
Schenectady, N. Y., has brought out a 
soldering iron having a cartridge type 
heating unit, which construction de- 
livers practically all the heat to the 
tip. A rigid spiral over the jointed 
porcelain insulators covering the lead 
wires allows the maple handle to be 
cool and comfortable for the hand. 


L & H Electric Air Heater 


Announcement has been made by A. 
J. Lindemann & Hoverson Co., Muil- 
waukee, Wis., manufacturers of the L 
& H line of electric appliances and 
ranges of the addition of an air heater 
to their line. Efficiency, sturdiness and 
attractive appearance are the out- 
standing features of this new heater 
which is made of steel with cast iron 
legs finished in antique brass. Made in 
two sizes: a 16-inch and a 28-inch. 








The smaller type is made for 115-125 
volts, and can be had in 1000, 2000 and 
3000 watt sizes. The same sizes built 
for 220-230 volts also for these three 
wattages. The large type air heaters 
are built for 220-230 volts only, made 


to consume either 4000, 5000 or 6000 
watts. 


Pal Loud Speakers 


The Pal Radio Co., Inc., 1204 Summit 
Avenue, Jersey City, N. J., recently 
placed on the market a horn type fiber 





speaker. The surface of the speaker 
is smooth and finished in black crystal, 
the base being finished to match the 
horn. Solid brass ferrules, nickel 
plated. Heavy duty adjustable units 
using cushioned diaphragms. Made 
in two size gooseneck models, 23 in. 
high with 11 in. bell and 24 in. high 
with 13 in. bell. Also made in straight 
horns 17 and 21 in. high with 9 and 
10 in. bell. The company also manu- 
factures head phones and _ electric 
soldering irons. 


Stewart Warner Model 375 

The No. 375, a two-dial control, five- 
tube receiver, comprising two stages 
of radio frequency amplification, is 
one of the models in the new line just 


-brought out by the Stewart-Warner 


Speedometer Corp., 1826 Diversey 
Building, Chicago, Ill. It is a console 
model requiring little floor space and 
included in a built-in reproducer and 
ample storage space for all batteries 
and battery charger. The cabinet is 
of walnut, 45% in. high, 27% in. wide 
and 15% in. deep. Among other im- 
provements are: improved sockets, 
cushion supports, spring suspension 
socket for the detector tube, noiseless 
volume control and elimination of 
jacks. 
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Arrow Tumbler Switch 


The Arrow Electric Co., Hartford, 
Conn., has just brought out a new 
tumbler switch. The features of the 


es: CJ 
a ees. 

new switch are: Brown-tone handle; 
direct kick-off and positive indication; 
one piece, combination yoke and frame; 
plaster ears position switch and saves 
installation time; main _ bearing-pin 
permanently fastened when assembled; 
self supporting spring; continuous 
carrier plate; contact blades of heavy 
bronze clamped to assure perfect con- 
tact; one-piece contact and terminal 
held in positive position by two screws; 
thick walls and dust cover securely 
fastened by lugs on frame protecting 
mechanism. 








Hotpoint Press Kit 


Another iron has been added to those 
brought out by the Edison Electric 
Chicago, IIl. 


Appliance Co., This iron 





weighing four pounds and furnished in 
32, 100, 110, 120, 200, 220 and 240 
volts, is inclosed in a leatherette case, 
compact, light and flexible and fits 
nicely into a corner of a traveling bag 
or trunk. The cord and plug are also 
inclosed in the patent finish leatherette 
case, 





Amplion Cone Speaker 


A cone speaker totally different in 
appearance from the usual cone has 
been brought out by the Amplion Cor- 





poration of America, 280 Madison Ave- 
nue, New York City. The unit is rig- 
idly attached to a seamless, special 
material, conical im shape with an un- 
usual depth. Housed in two-toned ma- 
hogany cabinet of simple but attractive 
design. Dimensions, 14 in. x 14 in. x 
9 in. 













Trade Marks 


AUTOMATIC 








ah 





Reg. U.S. Pat. Off. 





REFRIGERATION 
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All year round! 


From the beginning, Servel has held that elec- 
tric refrigeration could be sold all year round; 
Servel has applied selling pressure all year 
round. Its backing of its dealers has not been 
confined to the high-spot months, but con- 
tinued during all the other months. 

This fall, again, Servel’s national magazine 
advertising is proceeding without a lull. Full 
pages in the entire list. Full pages in color. 
And every month. 

The supply of literature is increasing, rather 
than decreasing. A new edition of “Servel 
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Coldery.”” A new and most complete archi- 
tects’ reference book. A new series of four 
direct-mail pieces. And more. 

There is big business to be done this fall, and 
again at Christmas. Servel dealers have the 
benefit of Servel selling all year round. 


THE SERVEL CORPORATION 
o-saats s1 East 42nd Street, New York 

CHICAGO BOSTON DETROIT MINNEAPOLIS SALT LAKE CITY DENVER 
ATLANTA SAN FRANCISCO LOS ANGELES SEATTLE DALLAS 


London, England S-izel, Ltd. 


Carteret, N. J. Newburgh, N. Y. 


Factories: Evansville, Ind. 
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Gemco Mantel Drum Type 


One of the models recently brought 
out by the Gemco Manufacturing Co., 
Milwaukee, Wis., is a drum type model 
No. 25. This model is 18 in. high the 
drum being 15 in. in diameter, with 





cloth of gold drawn over the wire 
mesh. Contains especially designed 
wooden horn and equipped with the 
Gemco semi-floating armature type 
giant loud speaker unt. 


Aladdin Floor Lamp 


A new lamp, made in both floor and 
bridge styles, No. 354-754, has been 
brought out by the Aladdin Manufac- 
turing Co., Muncie, Ind. The base is 
made up of four legs cast in one piece, 
which gives a wide spread, without 
having a massive appearance. The 
bottom spindle ornament curves out 
gracefully from the base and then back 
to the rope tube stem several inches 
above, as a result is a very rigid con- 
nection, yet by virtue of its slender 
lines and graceful curves a very orna- 
mental part. The rope tube is broken 
with another ornament, and from there 
on the tube is plain. The predominat- 
ing color is orchid, the shade is hand- 











painted, and the crystallized surface 
diffuses the light and renders a soft 
glow with ample light for reading. The 
base is finished in antique gold. 











Reynolite Displays 


The Reynolite Spring Co., Jackson, 
Mich., manufacturers of Reynolite elec- 
trical convenience fittings and devices 
are now distributing their new window 
and counter displays for dealers. One 
of the displays is illustrated herewith. 


Stewart Warner Model 350 


This model is similar in mechanical 
detail to Model 345 with the exception 
that it embodies a built-in reproducer 








which used the same actuating mechan- 
ism found in the new Model 415. A 
high grade vernier arrangement as- 
sures ease of tuning. The cabinet is 
walnut 14% inches high, 23% inches 
wide and 14 inches deep. 


—_— SS —_— 


Crawford 14-61 Electric Range 


An electric range has been brought 
out by the Walker & Pratt Mfg. Co., 
Boston, Mass. The range, 36 in. x 21% 
in. x 41% in. over all, has a cooking 
top height of 33 in., the top itself being 
18 in. x 19% in. The top has two six- 
inch, 1000-watt center-heat plates and 
one eight-inch 1500-watt center-heat 
plate. The oven, 14 in. x 14 in. x 17% 
in., has a 1000-watt, removable grid 
broiler and 1000-watt removable grid. 
The oven door is shelf type. 
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Magnavox Cornell Cone Speaker 


A non-resonant metal finish with 
two-tone hardwood base cone speaker 
is one of the new models recently 





brought out by the Magnavox Com- 
pany, Oakland, Cal. The speaker is 
11 in. high, 9% in. wide and 4% in. 
deep and weighs 4% pounds. 





Beardslee Catalog 


The Beardslee Chandelier Manufac- 
turing Co. is distributing their cata- 
log illustrating their new line of light- 
ing equipment. The catalog shows the 
Niello, the metal used in these fixtures, 
a combination of natural copper and 
iron, in its natural colors. Shades in 
silk, parchment and glass are also il- 
lustrated. 


Fada Cone Speaker 


A new cone speaker has been brought 
out by F. A. D. Andrea, Inc., 1581 
Jerome Ave., New York City. This 





speaker differs from the usual speaker 
in that it is a floor type model. The 
base is of classic antique bronze. The 
pedestal of antique bronze with 3-foot 
column, similar to a bridge or floor 
lamp. The cone, which is 22 in. in 
diameter, is mounted to float free on 
a decorative metal base. The paper 
from which the cone and resonator are 
manufactured is free from “grain.” 
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est salesman 
—a chilly corner 


er ESE crisp, frost-sharpened autumn 
days bring out your best salesman 
for Graybar heaters—a chilly corner. 


Our 








Lots of chilly corners these days— lots 

of uses for Graybar heaters. A pleas- 
ant glow in bedroom or bath, cheery 
warmth for evening reading, a few 
more days of comfort on the sunporch 
—these are but a few suggestions your 
customers will appreciate. 
‘ Handsome, sturdy and dependable— 
that’s the Graybar heater, a quality 
product, like everything else th: at bears 
the Graybar tag. 


Two sizes to 
choose from 
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Offices in 58 Principal Cities 
Executive Offices: 100 East 42nd Street, New York City 


| Successor to Western Electric Supply Dept. 
Electrica Supplies 
| von ff WHICH 60,000 


THE GRAYBAR TAG UNDER 
QUALITY ELECTRICAL SUPPLIES ARE SHIPPED 
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JEWEL, 


. | ELECTRIC VACUUM CLEANER 
These 


. Retails $ 
Wy: or 844.05 
Attachments er 


FREE! dy 2 ae ATTACHMENTS FREE! 


; , | 


The Quality Cleaner at a Popular Price! 


The JEWEL is the only Electric Vacuum Cleaner selling as low as $44.75 (attachments 
FREE) which has EVERY QUALITY FEATURE including full 4 H.P. air-cooled 
motor, Stewart Metal Bronz Bearings, double, detachable, soft-hair brush, rear roller 
adjustment —and finest aluminum castings throughout. 


Not one cleaner selling at less than $44.75 (attachments FREE) combines these features— 
yet these are the features necessary to insure Customer-satisfaction. 


FOR EXAMPLE: The full % H.P. motor assures thorough and efficient cleaning; the 
air-cooling fan guards against over-heating troubles; Stewart Metal Bronz Bearings 
require little oiling, tests proving that they have borne up under as much as 1100 hours 
continuous running with but one oil application! The soft-hair brush picks up lint and 
threads without danger of injuring rug nap; and the rear roller adjustment permits the 
user to clean, equally efficiently, any rug—regardless of nap thickness! 

Of course you can handle a Cleaner at a cheaper price; but what advantage does “cheap- 


ness” offer unless you can rest assured that customers are satisfied and that your prestige, 
which you labored so hard to build up, is safe? 


The JEWEL is the lowest priced cleaner which offers you full protection. When means 
are found to produce such a cleaner at less than $44.75 (attachments FREE) retail—we 
wll produce it. 

















After all, wouldn’t you prefer to do business with a company which re- 
fuses to add to its profits by risking your valuable prestige? | 


A TWO YEAR GUARANTEE AND 16 YEARS MANUFACTURING 
EXPERIENCE BEHIND EACH JEWEL 


If your jobber cannot supply you, write us direct 


CLEMENTS MFG. CO. 608 Fulton Street, Chicago, Il. 
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_ REYNOUTE 













Know more about 
these popular 


devices 
Write us ~ 


REYNOJITE 


now standard of 
comparison 


Write us 
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NEW PIECES TO BE 
ANNOUNCED 
FOR YOUR FALL 
SALES AND PROFIT 








Reynolite isalways supporting your sales efforts with consistent missionary work— 
Advertising— Direct Dealer Mailings—Sample Cases—Onriginal Counter Display. 
Salesmen — Five-Piece Window Trims — Fliers — Quality — Price — Profit — 
Publicity—Service—and a 


RESTRICTED JOBBERS POLICY 
(If not receiving oe EYN VO] ITE Sales Helps write today) 


© EYNOJITE Division 


oe “a E REG. U.S. PAT 


REYNOLDS SPRING COMPANY 
JACKSON, MICHIGAN 





NEW YORK PITTSBURGH CHICAGO DALLAS 

A. R. Macy H. B. Parke E. F. Meyers E.T. Gunther 
PHILADELPHIA DETROIT KANSAS CITY LOS ANGELES 
C. N. Wiltbank H. M. Hemphill O. T. Jenkins J. T. Hill 


ATLANTA~—Fulwiler & Chapman 
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Armored Cable 
Flexible Steel Conduit 
Non-Metallic Sheathed Cable 
Rubber Covered Wire 
Non-Metallic Flexible Conduit 
Armored Cable Tools 


JUST CONSIDER— 


Do you pay enough atten- 
tion to what you buy? 


When you distribute elec- 
trical merchandise you are not 
affected by style changes, but 
you are affected by what the 
electrical contractor wants. 


He is a shrewd purchaser, 
and appreciates value. 
Whether or not he mentions 
brands, he knows what they 
signify. 


Triangle advertising 1s 
directed with one purpose— 
to acquaint the contractor 
with the quality of Triangle 
products, and every day sees 
more wiremen turning to 
these recognized staples of 
the industry. 


You can profitably tie in 
with this movement now! 


“Making It Easy for the Contractor” 


TRIANGLE CONDUIT CO., Inc. 
Factories 
BROOKLYN, N. Y. CHICAGO, ILL. 


General Offices: 


Dry Harbor Road and Cooper Avenue, Brooklyn, N. Y. 
In Canada—Canadian Triangle Conduit Co., Ltd., Toronto 
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Electrical Business Briefs 


HE National Broadcasting Co., Inc., has been 
formed with $1,000,000 capital to take over the 
broadcasting interests of the Radio Corporation 
of America, following the purchase of the station 
WEAF from the American 
Telephone and Telegraph Co. 
M. H. Aylesworth, managing 
director of the National Elec- 
tric Light Association, has 
been selected as president of 
the new company. He will as- 
sume his new duties in the 
near future. The control of 
WEAF will pass Nov. 15. It 
will be the object of the new 
company to organize a chain of 
broadcast stations that will be 
national in scope and to make 
high quality of broadcast en- 
tertainment available to re- 
ceiver owners in all sections of 
the country. During the re- 
cent gathering of the radio in- 
dustry leaders in New York 
the coming of Mr. Aylesworth to the broadcast industry 
was greeted with much interest. The opinion was 
freely expressed that his organizing ability and ex- 
perience would be of great valye to the industry in 
the situation that confronts it in the way of legis- 
lation and defining of scope of activities. 





M. H. Aylesworth 





The Radio Institute of America at 326 Broadway, 
New York, which has been concerned with the training 
of radio operators, has opened a special course for radio 
dealers and technicians, planned to equip students to 
properly service radio receiving sets. The immense 
traffic in receiving sets has shown the need for many 
such mechanics and because of the lack of a standard 
of study, the employment of such a man has been largely 
a speculation. The course is both theoretical and prac- 
tical and consists of twenty lectures and coordinated 
laboratory work. Arrangements are made for corre- 
spondence work by those unable to come to New York. 
Rudolph L. Duncan is director of the institute. 





Major Howard Sharp Bennion, former assistant chief 
engineer of the Federal Power Commission, has been 
appointed director of engineering for the National 
Electric Light Association, succeeding Col. William 
Kelly who has become vice president of the Buffalo, 
Niagara & Eastern Power Corporation. 





The Artistic Lighting Equipment Association, the 
former National Council of Lighting Fixture Manu- 
facturers, will hold a national display of lighting fix- 
tures, wall brackets, floor, bridge and table lamps, 
metal furniture, industrial and commercial lighting 
units, illuminating glassware, shades, lighting equip- 
ment and accessories, parts and supplies in Cleveland, 
Jan. 31 to Feb. 5, 1927. The display and demonstra- 
tions will be held in the Hollenden Hotel. Ample floor 
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CWS BELTS AND PULLEYS 
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REDUCTION GEARS VALVES 
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To which type of electric 
refrigerating machine will you intrust 
your customer’s good will? 


LECTRIC refrigeration is produced by a ma- created. It has no belts, pulleys, pistons, crankshafts, 


chine. Like other machines, it may be compli- reduction gears or reciprocating parts. Two sets of 
cated or simple. The more parts, the more to go wrong. rotary gears, mounted on two shafts and directly 
The more simple, the less attention it will require. driven from the motor at motor speed, do the job. 


When you sell an electric refrigerating machine And this two-stage type of compression is a patented 
you want it to stay sold. You want it to give your Coldak feature. It makes possible perfect refrigeration 
customer trouble-free service. To uphold your reputa- in the hottest weather! 
tion. And these factors depend on Coldak has proved its depend- 
the machine that makes the refrig- - ability. The first Coldaks installed 
eration possible. Investigate the over six years ago are still giving 
machine. Investigate Coldak and you uninterrupted service. The Coldak 
will see why you can depend on it to line is complete. Its selling advan 
give your customer perfect refrigera- tages are as outstanding as its 
tion without annoying interruptions. operating advantages. 

Coldak has the fewest parts with Find out about the Coldak fran 
which perfect refrigeration can be chise today. Mail the coupon! 








, CORPORATION 
Cr eae ) | 
(ought West Fortieth - Sireet New York City 


1926,9P. C. Co 


’ 
COLDAK managed by E.G. 10-26 
. CotpaKk Corroration N- 
‘ . ° arme 
J. G. WHITE = 8 West 40th Street 
sa . > eT ' = New York City 
MANAGEMENT CORPORATION : ins 
: Please give me 
“ “4 “ 7 ; , ; 
» additional information Cit 
The superiority of Coldak over other types of electric . about Coldak Electri wae 
refrigeration was so convincingly proved by a thorough * Refrigeration and your 
investigation, that the services of the J. G. White ° plans for distribution. State 
Management Corporation were secured to direct plans : - 
for increased production and distribution. PT TTETELTTETITTTITTTETerereeeesreeesririririirriirriiriiiiiiiiiii titi iii 
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|| space has been leased. The association can be addressed 
| at 424 Guarantee Title Building, Cleveland. 
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: P. A. Geier Co. announce that the Royal Standard 
|| Cleaner with attachments has been reduced in retail 








Company, 


price from $62.50 to $48.50, a reduction of $14. No 


change is made in the design or construction of the 
cleaner, but the reduction, according to General Mana- 


ger Gotton, “is recognition of the passing of the high 
priced specialty stage and the coming of the staple 


merchandise era with the cleaner.” 


The Winchester Repeating Arms Co. of New Haven, 
Conn., has acquired a controlling interest in the George 
W. Dunham Corporation of Utica, N. Y. The Dunham 
manufacturers of the Dunham Whirldry 
Washer, will be produced at the Winchester plant in 
New Haven, but the company will retain its identity 
as a separate organization. New officers of the com- 
pany are: William A. Tobler, president; George W. 


‘Dunham, Edwin Pugsley and James McClymont, vice- 


presidents; Henry Brewer, secretary, and L. H. Thomp- 
son, treasurer. Mr. Dunham is inventor of the Whirl- 


Say Stores That Give dry. Mr. Clymont will continue in charge of sales. 
DIM-A-LAMPS 
A Chance to Sell The promotion of Howard Hall to the staff of Frank 
Themselves! A. Ketcham, vice-president of the Graybar Electric Co., 


NE store sold a gross 
6) in four days—and made 
profits of more than 
$250.00. Others are report- 
ing increasing sales. Thess 
are stores that display the 
DIM-A-LAMP and show it 
to their customers. 
The DIM-A-LAMFEF is. con- 
venient in the bathroom or! 
the guest room. Indispen- 
} “ible in the sick-room. or 
lUrsers Controlled light 
P from a dim glow to brilliant 
light as easily as turning up 
' a gas light—-the famous Dim- 
\-Lite feature! Two attrac- 
tive stvles —three finishes 
icvery lamp guaranteed. Cuts 
light bills. 
4 Price ?—Only $3.75 You re 
passing up profits if vou are 
' not selling this fast-moving 
specialty! 
Write for our proposition 
including attractive adver- 
tising material. 








No. 46 (Illustrated Above) 
Pedestal Di {-Lamp. Brush bras 





‘ole plug, Min-AvLlte Socket and The ee 
Seok ae aed The wreath 
closely resem- 
; bles real holly 
No. 45 but will last from year to 
Some as vear, being made from 
it has a imported glazed muslin 
emp Sp leaves, with red berries. Elec- 
pedestal, tric set has eight red mazda 
— bulbs, 842 foot extension cord 
clamped and connection plug, three 
Is most eon. inch satin ribbon tied in large 


heautiful 
hedside 





WIRT COMPANY 


5221 Green St. 
Philadelphia, Pa. 


DIM-A-L 








has been followed by other changes. Mr. Hall is suc- 
ceeded as southern district manager by George T. 
Marchmont, manager of the Richmond, Va., house and 





“Cimberlake 
Electric Bolly Wreath 


A Christmas decora- 
tion for the home, and 
also for store decora- 
tion which will be a 
knockout, this coming 
Christmas. Has a 
tremendous resale 
possibility to the best 
class of trade, as 
these wreaths can be 
used as a window dec- 
oration, or as a table 
decoration in 






















bow. 


Write us at once for information 
Patent Applied For if interested. As trimmings are 
imported we must know well in 
advance to insure having these 
trimmings on hand for your needs. 


We also sell this special electric set and ring, completely wired, 
but without trimmings, if your customers wish to trim with their 
own materials. Ask for circular on Flectric Wreaths. 


J. B. TIMBERLAKE & SONS, INC. 


JACKSON, MICHIGAN 








Sole Manufacturers 
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THE HIGHEST DEVELOPMENT 
IN MODERN ILLUMINATION 
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Profitable Business With This New Super-Illuminator'! 


GuthLite is a business-getter. 
Its wonderful features appeal 
instantly to those who want 
the newest and best in com- 
mercial illumination. Here is 
a totally enclosed illuminator 
of remarkable efficiency and 
beautiful design! 


Raising or lowering the ad- 
justable reflector controls the 
light vertically and horizon- 
tally! GuthLite provides max- 


imum illumination of the work- 
ing plane. Wide light distribu- 
tion. Light that is diffused 
and controlled! Low bright- 
ness at the source. Shadow- 
less ceiling illumination. 
Write for details of the profit- 
able GuthLite Exclusive Sales 
Proposition, special distribu- 
tors’ terms, and literature illus- 
trating and describing the vari- 
ous styles. 








Prices and Sizes: 


Plain Ref. Plain Ref. Orn. Band Orn. Band 
Plain Glass Dec. Glass Dec. Glass Plain Glass 
Dia. Glass - = . I re ne 
Watts Skt. Ref. Size No. Price No. Price No. Price No. Price 
75 to 150 Med. 1244” 83%"x4"” B2820$ 5.90 B2823 $ 6.45 B2826$ 8.10 B2829$ 7.55 
200 Med. 17” 11 3" x5” B2821 8.35 B2824 8.90 B2827 11.10 B2830 10.55 
300 to 500 Mog. 21” 14%" x6” B2822 11.65 B2825 12.80 B2828 15.60 B2831 14.45 


The FE 1pwin EF. Guiri ComMPANy 


- ENGINEERS - MANUFACTURERS 


DESIGNERS 
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(1) 


(2 


~ 


(3) 
(4) 
(5) 


Adjustable white porcelain enamelea 
reflector controls direction of light ver- 
tically and horizontally. Wide light 
distribution. Uniform intensity on the 
working plane. 

Adequate, shadowless illumination of 
the ceiling by portion of globe which 
extends above the reflector. Light re- 
flected to the ceiling as well as to the 
useful plane. 

Ceiling light increased or diminished by 
raising or lowering reflector. 

Low brightness at the source. No spots 
of high intensity. No glare. 

Lamp filament positioned so that most 
of the light rays are diffused through 
neck of globe toward reflector, which 
directs them to the working plane over 
a wide area. 

Adaptable for installation to any type 
of electric outlet or ceiling construction. 
Glass globe scientifically designed to 
produce efficient total output and low 
brightness at the visible part of the 
globe. 

Easily and quickly installed. Open- 
link hanger, so that additional chain 
can be added if desired. 

Self-adjusting spring globe holder per- 
mits expansion of glass, preventing rat- 
tling or breakage. 


(10) Globe quickly applied or released for 


leaning or re-lamping. Cleaned in a 
minute. 

































ECONOMY ? 


In the days when a workman | 
toiled long hours for meagre | 
wages it was not economy but 
inefhciency. | 

Today every improvement in | 
manufacturing processes means 
a saving to the public—the elim- 
ination of waste is the true 
economy. 

The New Standard Line of 
Edison Mazpa Lamps was an 
economical achievement and 

the benefit has been passed on 
to the consumer. The new low 
price is the testimony. 



















































A Quality Lamp 
At a Popular Price 


Last year the Super Lamp made a 
record. This year it will break it! 
The new Super looks, works and 
lasts like a lamp priced three times 


as high. 


In the 16 years since we began 
making the famous Wallace Lamp, 
we have never offered such clamp- 
ing lamp values. 


Write today for Greist holiday 
assortment in many beautiful 
color designs. 


THE GREIST MFG. CO., 
NEW HAVEN, CONN. 


Foreign Representatives: 


H. W. Beers Electric Co.,S. A., 1a San Juan De Letran, 5, 
. Mexico, D. F 
ee L. G. Hawkins & Co., Ltd., 30-35 Drury Lane, Kingsway, 
e London, W.C. 2 
. Menzies & Company, Ltd., 439 King Street, West, 
Toronto, Canada 
Slade, Allan & Company, 181 Clarence Street, 
Sydney, Australia. 
















Sup er 


Adjustable Lamp 
he Quality 


$2 50 ee — <a = >: Product of the 


Clamping Lamp 


é ‘They a Field 
In ype geo Bronze Stand, Hang, Clamp . 


Many beautiful "3 OO Anywhere ~Any Position 


embossed finishes at 


-GREIST LAMPS ¥J 





KAALE LITHO. CO., ROCHESTER , NY. 
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A Christmas Suggestion 





An Electrical Shop of Gifts for Men 


cult it is to buy a gift for a 
man. 

Neckties, socks, shirts, slippers 
and slippers, shirts, socks and neck- 
ties. Why collars have not been 
added to the list we do not know; 
probably there is so little opportunity 
for making mistakes in color prefer- 
ences. 

This year the electrical goods de- 
partments can make it easy to please 
the big boys—for zll males are 
pleased with more or less boyish gifts 
—if they only will organize an “Elec- 
trical Shop of Gifts for Men.” 

The electrical goods department 
has a wealth of items that are exact- 
ly what men want to have given to 
them. In many cases they will not 
buy these articles for themselves, for 
they seem to come in the luxury or 
selfish purchase class when the man 
makes them for himself. But he 
wants them just the same. 

Best of all, these articles are of 
the useful class. They will pay big 
returns in satisfaction and often on 
a purely economic basis. 

Just go over to the industrial de- 
partment and get one of the portable 
lamp guards, such as garage me- 
chanics use in the shop. Every man 
who works on his own car would like 
one of these. It will pay for itself 
in lamps saved. One of these guards 


J, cat ie ie knows how diffi- 


equipped with an inside frost lamp 
is ideal for “getting under.” There 
are electric tools that can be in- 
cluded. 

Also there are cther portable 
lamps men want, especially travel- 
ing men or students. A clamp type 
lamp, handsome, useful and not too 
costly. The boy who likes to read 
will love one of these with a long 
cord, so he can get into odd corners 
or in bed and have his own lamp. 

In making calls, did you ever note 
how proud the man who has a hand- 
some desk lamp in his den becomes. 
This suggestion can be passed to 
many people. 

Of course all of the radio acces- 
sories are acceptable for this shop of 
gifts for men. Also radio tools. 
Most men today are tinkering more 
or less with radio although much 
less offensively than a year or two 
ago. For gifts, it is best to stock 
fine appearing accessories. 

Men like fans and heaters of their 
very own, especially those ’men who 
work about the house. They want to 
warm a corner of the basement or 
blow the smoke from over the poker 
table or use both in the work shop. 
Fans and heaters are tools of first 
value to the amateur mechanic, furni- 
ture builder and the like. 

You will probably need some plac- 
ards to pass on your ideas about 


these things but always remember 
that if your sales suggestion is so 
obvious that it needs no explaining 
you are a following merchant—not a 
leader. 

This new drink mixer that is be- 
coming so popular ought to be an 
easy sale to any woman looking for 
a novel gift for her husband—be- 
cause she can use it for whipping 
cream, making salad dressing and 
many other things. It will serve him 
just as well at night. 

Many men have odd working hours 
and like something warm to eat when 
no regular meal is underway and 
these men, and also college students, 
will appreciate a toaster or grill. 

Most men like to fool with bells 
and buzzers so members of the 
family will buy the materials for 
installation if the proper suggestion 
is made. 

Flash lights—why of course. The 
bigger the better. Get out all of the 
unusual sizes and shapes. 

Invite the men in to look over your 
gift shop so that they can drop 
proper hints at home and incidentally 
put something in the lot that they 
will buy and take home to the family 
—such as Christmas decorations. 
The electric lamp studded wreath is 
likely to appeal to men, so is the row 
of sized electric candles, Christmas 
tree lamps and that sort of thing. 
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GUARANTEE 


Buy a UTAH and use it 

for two weeks. Compare 

i with the best 

uce. 

st 50% better 

reception, return it to your 

dealer and he will cheer- 

fully refund your money. 
ae 
& Utah Radio Products Co. 

1421 S. Michigan Ave., Chicago 


We are Manufacturers, not Assemblers. 





The only complete line of Speakers on the market. 


UTAH UTAH BOOK | Utah Standard 
SUPERFLEX Tin ae $9950 


i 
The Speaker 












Looks like an open book. Fines - 
production. Size 174%,” x 132”. 
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A Profit of $373. 
1 on Dealers Cost of 9622F 
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This new assortment, Cat. No. 373, gives the dealer 
a decided advantage in handling Two-Way and 
Three-Way Plugs. 

With the five types of plugs he can meet every 
plural pies a song and the assortment of six- 
teen of these fast sellers provides him with a com- 
plete counter stock. 

He can concentrate on a single line of universally 
accepted, unconditionally guaranteed, nationally 
advertised plugs, keep his original outlay small 
and keep his stock balanced at little cost and to 
his best advantage. 

The handsome orange and blue carton makes an attrac- 
tive display, giving the customer an ofrtunity to see 
the actual merchandise and exhibiting all e sales-making 
advantages of each plug — each plug possesses exclusive 


Benjamin features which make them peculiarly acceptable 
for any requirement. 
Benjamin national advertising and dealer helps add to the 


—_ — and profit-making opportunities awaiting 
ealers os er one or more cartons now. Your jobber 


will su 
your jo 


Benjamin Electric Mfg. Co. 


New York 120-128 S. Sangamon St. San Francisco 
247 W. 17th Se. Chicago 448 Bryant Street 


Manufactured in Canada by the Benjamin Electric Mfg. Co. 
of Canada, Ltd., Toronto, Ontario 


ply you, or remit $6.37 for each assortment, with 
rs name, to our nearest office. 
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men. 





J. H. Pearson, Jr., become manager at Richmond and 
is in turn succeeded as manager at Charlotte, N. C., by 
Moorman C. Beckner, a member of the sales staff at 
Richmond. 





The Aladdin Manufacturing Co. of Eighteenth and 
Hackley Streets, Muncie, Ind., has completed a specially 
designed building which will permit a greater volume 
of lamp production and the addition of metal furniture 
to their present line. O. Sacksteder, Jr., the present gen- 
eral manager, started this company seven years ago tak- 
ing quarters in an abandoned building with his two 
employees, Mrs. Daisy C. Moore, office force, and Pierce 
Albright, factory force. Both of these employees have 
remained with the company and Mrs. Moore is in 
charge of statistical work in the office division and Mr. 
Albright is factory superintendent with more than 100 
Twenty salesmen represent the company. The 


line now consists of desk, boudoir, end table, twin bed, 


table, bridge and floor lamps, smoking stands, book 
ends and metal furniture will be added. Almost 25 
per cent of the production goes to export. George M. 


Spencer is president of the company and William F. 
Spencer is vice president. 





An announcement that reached us just too late for 


_ the last issue of ELECTRICAL GOODS was that which con- 


cerned the reduction of the price of Mazda lamps. This 


reduction is due to the economies in manufacture and 
handling of the new standard line of lamps, which 
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replaces 45 former styles for ordinary use. “Mazda” 
lamps are now 44 per cent cheaper than in 1914, which 
compares with a 65 per cent increase in the price of 
most commodities. 





The Couzens Ice Machine Co., organized last De- 
cember for the manufacture of electric refrigerators in 
Detroit, will abandon all plans and withdraw from the 
field. It is reported that Senator Couzens, who held 
the chief interest in the company, was unwilling to 
manufacture any article that had to be sold chiefly on 
time payments. The company is being dissolved. 





Charles Ogilvy, Ltd., a department store of Ottawa, 
Ontario, is opening an electrical goods department. Ex- 
tensive alterations were made in the store to provide 
sufficient space to install a complete line. 





E. D. Towler, manager of the Syracuse, N. Y., house 
for the Graybar Electric Co., has been promoted to 
assistant salesmanager in the general office. E. E. 
Martin of the Syracuse staff succeeds Mr. Towler as 
manager. 





J. K. B. Hare, recently in charge of syndicate pub- 
lic utility sales for the Westinghouse Electric and 
Manufacturing Co. at Pittsburgh, has been named mana- 
ger of the new Westinghouse branch at Columbus, O. 





Merrill C. Morrow, formerly assistant to general 
manager of the merchandising department of the West- 
inghouse Electric & Manufacturing Co., East Pittsburg, 


























Tuning Is as : 

ee Easy as Winding 
Oscillations eS Hairline Your Watch Remarkably 
Absolutely \ Selectivity Clear, Undis- 
Eliminated See, torted Tones 





Hartman Radio is so vastly superior—so astonishingly different—so 
immeasurably greater than any other receiver on the market that it knows 





no sales resistance. 
But, two new inventions employed 


We don’t like the word “revolutionary.” 
in Hartman Radio lift it so far above the ordinary receiver that only 


“revolutionary” seems to describe its true distinctiveness. 


As a dealer in radio, you are naturally interested in one thing above all 
else—a line you can easily sell your customers; a line they, in turn,: will 





gladly recommend to their friends and relatives. Such a line is Hartman 


Radio! 


We want every radio dealer who is not familiar with the Hartman to 
write for “The Complete Hartman Story” a booklet fully describ- 


ing our line and unusual sales policy. 
You owe it to yourself and to your customers to know 


Hartman Radio. 


The HARTMAN ELEcTRICAL Mere. Co. 


Mansfield, O. 
Chatham, Ont. 





Coshocton, O. 


Six Tubes Under f° \: 
Single Control fF a 
sea are aa a ; Absolute Mini- 
mum Service 
Required 








Regeneration : 
Eliminated z ; § Maximum Volume 

By L-W Circuit : Ss and Distance. 

cae -°2 Regardless of 

; Wave Length 

Four Bea pense 
Pan, po Cabinet =. 
Condenser 
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The Luxurious New Amplion Patrician 


AAI8 List $45 
This is the latest development of the world-famous Am mplion air- 
column type of speaker — assem bling a remarkable 48" column, 


with standard Amplion unit, in a luxurious. sich carved 
mahogany cabinet, 18"x 12"x 9". Acoustically, the Patrician is 
non-directional; to the notable Amplion sensitivity and clarity 
it adds a new softly diffused mellowness of tone that makes this 
instrument the choice of the connoisseur, wherever heard. 


National distribution 
for 1927 is now established 


National Magazine Advertising, with a circulation of over 
4,400,000, commenced in October. 
Newspaper Advertising, covering all strategic local territerial 
points, is now under way. 
If not already in linefor Amplion write usat once for name 
of Jobber in your territory. Profit by this powerful Sales and 
Advertising Campaign, from the start! 
Amplion Prices, $12 to $45, cover the most comprehensive 
range of radio reproducers on the market. 

backed by the absolute guarantee and prestige of the world’s 
oldest makers of sound reproducing instruments. 

freely recognized as unquestionably the greatest sales and 
profit making line ever offered to the Trade. 


THE AMPLION CORPORATION OF AMERICA 
Suite F, 280 Madison Avenue, New York City 
THE AMPLION CORPORATION OF CANADA Ltd., Toronto 


a 
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Amplion Cone 


Amplion Dragon 
AR19 . List $42.50 


This celebrated Amplion is used 
as standard by leading radio 
manufacturers, wherever broad- 
casting exists. Famous for un- 
equalled sensitivity to even the 
faintest speech and musical sig- 
nals~— for clarity, naturalness. and 
amazing volume. Height, 20'.": 
mahogany-tinished paneled flare. 
14!2" diameter. Hinged base. 


AC 12. List $30 
The new Amplion Cone is the 


result of over two years intensive 
experimenting —subjected to the 
most rigid tests and comparisons 
—by The House of Graham sci- 
entists. It is time-perfected — 
totally different in principle,con- 
struction and results from other 
cone-type speakers, In artistic, 
two-tone mahogany cabinet, 14"x 
14"x9". A new-season sales leader! 


DRAGON MODELS 
ARI9 Amplion Dragon List $42.50 ARI111 Amplion Junior . . List $24.00 
AR114 Amplion Juniorde Luxe List $27.50 AR102 Amplion Dragonfly List $12.00 
Phonograph Attachments 


AR35 Amplion Concert Grand 
AR67 Amplion Standard Unit . 
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List $20.00 
ee List $12.00 
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AMPLION 3 
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= Pa., has been appointed assistant sales manager of the 


same department. In this position Mr. Morrow’s head- 
quarters will be at the Mansfield plant. 


George E. Cullinan, vice-president in charge of mer- 
chandising and sales of the Graybar Electric Co., has 
been presented with the gold and blue service medal 
of the company emblematic of twenty-five years’ ser- 
vice with the Western Electric and Graybar Electric 
Companies. 





Charles Freshman Co., Inc., of New York and Chi- 
cago, manufacturers of Freshman Masterpiece radio 
receivers and other radio apparatus has pe the 
Radio Manufacturers Association. 

The Electric Supply and Equipment Co. of 392 Elm 
St., Buffalo, have been added to the distributors of 
General Electric merchandise. 

I. A. Schwench, salesmanager of the Grand Rapids 
Graybar house, has been made manager of the Provi- 
dence house and Frank Caestecker of the Chicago staff 
becomes manager at Grand Rapids. 

E. N. Hurley, Jr., formerly connected with the Hur- 
ley Machine Co., was recently elected president of the 
Walbert Manufacturing Co., Chicago, Ill., makers of 
the Isofarad and Pentrola radio receiving sets. 


One Line or Iwo 


| WO kinds of customers buy electrical appliances. 
“D itoet buyers now realize the importance of ap- 
pliances in the home and are quite willing to buy 
quality. 

Those persons who do not realize the importance of 
an appliance buy for a price. This is not always a 
strict division, for circumstances are quite likely to 
place a quality buyer in the price division for at least 
one purchase. But there is this same thought in buy- 
ing always at the counter. 

If the dealer is to get the volume in appliances, he 
will stock two lines (being sure the lower price line 
is standard) to catch both elements of buyers. There 
are in every community people who will buy appliances 
of the highest quality and pay for beauty. The dealer 
will need the lower price line for those who are not 
yet educated to paying for the extra quality and added 
beauty of line. 














The above is one of the striking letters received on 
the subject that was proposed for discussion. Space 
this month forbids publication of more letters but we 
would like to know if you agree with this argument. 
We will pay for all letters published on this subject, 
also for your discussion of “What should be included 
in the electrical goods department.” 

Again we want to say that ELECTRICAL GOODs is your 
magazine and our wish is to discuss in it the subjects 
that you want discussed. Electrical goods retailing is 
comparatively new and there is much to be said, 
say it and we will pay you or ask us questions that 
we can put before those who are successfully selling. 
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The New Balkite Charger 


MODEL J. Has two charging rates. A 
low trickle charge rate and a high rate 
for rapid charging and heavy duty use. 
Can thus be used either as a trickle or 
as a high rate charger and combines 
their advantages. oiseless. Large 
watercapacity. Visible electrolyte level. 
Rates: with 6-volt battery, 2.5 and .5 
amperes; with 4-volt battery, .8 and .2 

amperes. Special modelfor25-40 cycles. 
Price $19.50. West of Rockies $20. 
(In Canada $27.50 0.) 





Balkite Trickle Charger 


MODEL K. With 6-volt “A” batteries 
can be left on continuous or trickle 
charge thus automatically keeping. the 
battery at full power. Converts the‘A”’ 
battery into a light socket ““A’’ power 
supply. With 4-volt batteries can be 
used as an intermittent charger. Or as 
a trickle charger if a resistance is added. 
Charging rate about .5 amperes. Over 
200,000 in use. Price $10. West ot 
Rockies $10.50. (In Canada $15.) 





A New Balkite “B” at $27.50 


Balkite ““B”’ eliminates “‘B’”’ batteries 
ands ipplies “B’’ current from the light 
socket. Noiseless. Permanent. Em- 
ploys notubes and requires no replace- 
ments. Three new models. The new 
popular priced Balkite “B’’-W at 
$27.50 for sets of 5 tubes or less re- 

uiring 67 to 90 volts. Balkite “B”’-X, 
fo or sets of 8 tubes or less; capacity 
30 milliamperes at 135 volts—$42. 
Balkite ““B’’-Y, forany radio set; capac- 
ity 40 milliamperes at 150 volts—$69. 
(In Canada “B”-W $39; “B”-X $59.50; 
“B”-Y $96.) 





Balkite Combination 


When connected to the “A” battery 
this new Balkite Combination Radio 
Unit supplies automatic power to both 
“A” and “B” circuits. Controlled by 
the Potter. switch on the set. Entire- 
ly automatic in operation. Can be put 
either near the set or in a remote lo- 
cation. Will serve any set now using 
either 4 or 6-volt “‘A” batteries and re- 
quiring not more than 30 milliamperes 
at 135 volts of “B” current—practically 
all sets of up to 8 tubes. Price $59.50. 
(In Canada $83.) 
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Turn the demand for 
radio power devices 
into the greatest 
possible profit by 
pushing Balkite 


The demand for reliable radio power devices has never 
been so great. The increased sales in this field will prove to 
be one of the greatest trade developments of the season. 

Balkite dominates this field. Never has its position been so 
outstanding. It is one of the fastest selling lines in all radio. 
Over 400,000 Balkite Radio Power Units were sold last 
season, and the increase this season is already enormous. 

Balkite is a complete line, serving the power requirements 
of any radio set and covering the entire price range. In the 


ease of operation it brings to the radio set owner it is the most 


advanced set on the market. It is backed by one of the strong- 
est advertising campaigns in the industry, to say nothing of the 
untold prestige brought to Balkite by Balkite Broadcasting 
with Walter Damrosch and the New York Symphony. 

Balkite is the tried and reliable line. It is limited to the 
fewest possible models, in which there is not one slow-mover. 
It contains no experiments. No Balkite product has ever been 
offered to the public that has not proved to be an outstanding 
success. No Balkite product has ever been put on the market 
that has not sold in enormous volume and brought steady 
profit to the jobber and dealer. All Balkite Radio Power Units 
are noiseless, permanent, trouble-free. Once sold they stay sold. 
The profit you make on them is clean. 

Balkite jobbers and dealers end the radio season every year 
with a tidy profit. Their profits this year will be greater than 
ever before. You too can turn the demand for radio power de- 
vices into the greatest possible profit by pushing Balkite—the 
accepted leader in the field. 


FAN STEE 


Balkite 


‘Radio Power Units 


FANSTEEL PRODUCTS COMPANY, INC., NORTH CHICAGO, ILL. 
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‘The facts 


which every radio distributor 
and dealer should know 


PROBABLY no word in the entire radio vocabulary 
has greater commercial importance than the word 

“Neutrodyne.” So let’s get started right with a 
definition. 


The word “Neutrodyne” is a registered trade- 
mark, owned by the Hazeltine Corporation and ap- 
plied to a radio receiving set embodying certain 
patented inventions of Professor L. A. Hazeltine, 
and manufactured exclusively by fourteen licensed 
manufacturers. 


Every genuine Neutrodyne set carries the Neu- 
trodyne trade-mark. Unless it bears this trade-mark, 
and unless made by one of the fourteen Hazeltine 
licensees, a receiving set is not a Neutrodyne. 


The birth of the Neutrodyne 


Back in 1921, when music and speech began to float 
through the ether in really appreciable quantities, 
the receiving sets, so-called, were merely crude 
adaptations of existing radio telegraph apparatus. 
Without exception they were cumbersome, compli- 
cated and unsatisfactory. 


Their chief characteristic was their tendency to 
become transmitters. Upon the slightest provoca- 
tion, they filled the surrounding air with squeals, 
howls and hideous sound until the absolute destruc- 
tion of broadcasting itself was threatened. 


This was the situation in 1921 and early in 1922. 
And then came the change—the change that marked 
the first real advance—the first radio receiver de- 
signed and constructed to receive broadcast. 


Professor L. A. Hazeltine, of Stevens Institute of 
Technology, an electrical genius who has applied 
his unusual talents particularly to radio, designed 
and perfected the Neutrodyne receiver which 
embodies his radio circuit. 

This type of amplifier eliminates regeneration by 
neutralizing the inherent feed back due to undesir- 
able capacity coupling, thereby giving high selec- 
tivity, good tone quality and simple adjustment and 
preventing squeals, whistles and radiation. 

This radio receiver when properly constructed 
and adjusted could not under any circumstances 
become a transmitter. It could not howl or squeal. 
It could not radiate. 

In addition, this new receiver was found to pos- 
sess a higher degree of selectivity than had ever 
before been obtained. It was extremely sensitive 
and the quality of its reproduction of sound 
unusually fine. 

Small wonder that the Neutrodyne swept the 
country. Small wonder that it was widely imitated. 
Small wonder that all kinds of sets were sold as 
“neutrodynes.” 


Organization of the Hazeltine interests 


Following the granting of patents to Professor 
Hazeltine— patents which have successfully stood 
the test of litigation—the Hazeltine Corporation 
was formed. This company now owns and controls 
these patents and inventions, and the Neutrodyne 
trade-mark. 


It manufactures no receiving sets, but has granted 


Look for this trade-mark 
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It is your protection against patent infringement liability 


HAZELTINE CORPORATION 


(Sole owner of ““Neutrodyne”’ patents and trade-marks) 


INDEPENDENT RADIO MANUFACTURERS, INCORPORATED 


(Exclusive licensee of Hazeltine Corporation) 


The next advertisement in this series will explain the service rendered the radio business by the Hazeltine Corporation 























about Neutrodyne 


an exclusive license to the Independent Radio Man- 
ufacturers, Incorporated, which in turn has licensed 
its fourteen member companies to manufacture 
Neutrodyne receivers. 


The Independent Radio Manufacturers, 
Incor porated 


The fourteen companies, who alone are permitted to 
use the Hazeltine inventions and to label their 
receiving sets with the Neutrodyne trade-mark, are 
these: 


THE AMRAD CORPORATION, Medford Hillside, Mass. 
F. A. D. ANDREA, Inc., New York City 
CARLOYD ELECTRIC & RADIO COMPANY, Newark, N. J. 
FREED-EISEMANN RADIO CORPORATION, Brooklyn, N. Y. 
EAGLE RADIO COMPANY, Newark, N. J. 

GAROD CORPORATION, Belleville, N. J. 
GILFILLAN RADIO CORPORATION, Los Angeles, Cal. 
HOWARD RADIO COMPANY, Inc., Chicago, Il. 
KING-HINNERS RADIO COMPANY, Buffalo, N. Y. 

WM. J. MURDOCK COMPANY, Chelsea, Mass. 
STROMBERG-CARLSON TELEPHONE MFG. CO., Rochester, N. Y. 
R. E. THOMPSON MFG. CO., Jersey City. N. J. 
WARE RADIO CORPORATION, New York City 
THE WORK-RITE MFG. CO., Cleveland, Ohio 


How the companies operate 


These fourteen manufacturers pay royalties to the 
Independent Radio Manufacturers, Incorporated, 
which company turns over this income to the 
Hazeltine Corporation, less a fixed charge which 
is set aside to accumulate into a fund. This fund 
provides the means for prosecuting infringements 
of “Neutrodyne” patents and trade-marks, whether 
by manufacturers, wholesalers, retailers or even by 
the ultimate purchasers of radio receivers. This 
fund also provides for the defense of distributors 
and dealers authorized to handle and sell licensed 
Neutrodyne radio receivers against patent infringe- 
ment prosecution as far as those receivers are 
concerned. 


Complete protection for Neutrodyne distributors 


The value of this arrangement for the protection 
of the manufacturers, distributors, retailers and 


users of Neutrodyne apparatus has already been 
demonstrated. 

“Neutrodyne” distributors when sued have been 
successfully defended in the courts by the Inde- 
pendent Radio Manufacturers, Incorporated. And 
the validity of ‘“‘Neutrodyne” patents and inventions 
has been upheld by the courts against infringers. 


So thet today no radio receiving sets or radio 
apparatus offers the distributor and the dealer a 
greater degree of safety than Neutrodyne. 


It has won its battles in the law courts, just as it 
has won the hearts of the radio listeners. And it is 
financially able and more than willing to protect 
itself and its distributors. Neutrodyne will not 
only defend itself when attacked—it will lead the 
attack if its rights are invaded. 


Play safe with Neutrodyne 


Remembering that distributors, wholesalers, retail- 
ers and even consumers are liable under the law, in 
selling or having in their possession infringing 
radio apparatus, read the following paragraphs 
carefully: 

The courts have recently ruled that Tuned Radio 
Frequency Receivers equipped with adjustable 
means to usefully control regeneration and prevent 
oscillation, infringe the Armstrong patents. 


The courts have also held that receivers em- 
ploying certain neutralizing schemes infringe the 
“Neutrodyne” patents. 


Ask yourself whether the sets you handle are 
clear of liability; whether the manufacturers of 
such sets would be — to protect you if you 
were sued. 


If you are in nae about your liability, consult 
competent legal authority. 


Thoughtful, careful, conscientious distributors 
are today playing safe by handling licensed Neu- 
trodyne apparatus. They have not only found such 
a policy safe and sound, but highly profitable. 


Look for this trade-mark 
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It is your protection against patent infringement liability 


HAZELTINE CORPORATION 


(Sole owner of “Neutrodyne” patents and trade-marks) 


INDEPENDENT RADIO MANUFACTURERS, INCORPORATED 


(Exclusive licensee of Hazeltine Corporation) 


Keep this important statement and file it for your future reference and guidance 
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| Keeping Up the Net 
(Continued from page 19) 


points and better still, he will go out in the field with 
_ your own salesman and give demonstration washings 
right in the homes of your prospects. 

After three or four demonstrations, your own man 
will be in shape to carry on, by himself, if you and 
the rest of your force get behind him with enthusiasm. 

And for prospects—the woods are full of them, almost 

_ regardless of the size of your town or city. The one and 
_ only essential is an electric power line in your town or 
surrounding countryside. 

And be sure to secure a good territory for your sales. 

Just the other day, we gave a home demonstration 
and closed a cash sale in a farm home five towns distant 
in another end of the courfty and this in face of good, 
stiff competition, too, but we had the machine and 


* 
CCENLINIC. 
* 
we knew it and before we left that home, our prospect 


original musical principle | mew itt. 
° . on’t get discouraged. 
now applied to radio i 








Oh, this is ever-so-important. 

I must tell you, regarding this rather distant sale. 
kc-centric construction — you 
have never seen it before in a ra- 
dio speaker. The newest scientific 
development in cones. Based on 
the oldest musical principle—that 


that the arrangement for the home washing demonstra- 
tion was carried on over long distance telephone and 
the farm-wife informed us over the phone, that although 
she was willing to let us come over, it would doubtless 
be of no avail as she had practically made up her 
mind on another make of machine. 


Permission to do her washing was all we asked and 
all we needed. 
| Our, Electrical Man and a good machine did the rest 
om | tions: short strings, the high notes. and as the writer drove over to this home with him 
| iy shinee cen clean: i stil tle in the store truck, it is of some consequence to cite 
Se e031 E- “ < Co th its this case as one that, naturally, looked extremely “low 
W -centric Wone—with its | at the outset, didn’t it? 
| center literally “off center”—pro- | So it often pays to go ahead with full steam and lots 
vides these exact proportions of | of good nature and enthusiasm, even though the case 
vibrating area for high and low | looks none too good for a sale. 
notes— giving perfectly realistic, If the electric washer is one of the larger appliances 
scientific, all-tone reproduction of your electrical department, there are plenty of smaller 
: brothers, sisters and cousins that can be sold right from 
without URRSUSTeas y SISe. the store, without this outside sales effort. 


of the melodious harp. 
Inthe harp[as inthe piano}long 
strings produce deep, low vibra- 





Side view of Saal Ke : » ° 

centric Cone in compari- Drum or barrel tone is com: Their net profit is smaller but, for the very reason 
erage anagem ora pletely eliminated by Ec-centris of their lower retail price, they are much easier to sell 
both extremes of sound, Construction. Instrument is beau- and the turnover is greater. 


That Glorified Coffee Pot—the electric percolator. 
Every town or city household should have one. 

The electric sad iron. 

No ironing day is complete for the housewife who 
is still “getting along” with the old-fashioned type 
that calls for a hot kitchen range on a sweltering 
summer’s morn. 

The electric toaster. 

Many a breakfast is sped upon its journey. A mere 
click of the connecting plug. Two slices of bread and 

in a moment, two nice, crisp pieces of toast. 

The small table stove or grill. 
Do you know of an appliance that’s handier or quicker 


for a hasty luncheon or an evening feed? Most house- 
| wives can soon appreciate its convenience as a kitchen 
| accessory. 
| The electric fan. 


WORLD FAMOUS MAKERS OF HORNS * CONES . PEDESTALS | Every office and home needs one and they’re even 


Saal Ec-centric Cone 
Height 22 inches 


525 


Junior Cone Model 
Hei 
om P15 


Slightly more 
West of Rockies 


tifully embellished with scroll 
work medallion and border de- 
sign in gold. Examine the adjoin- 
ing diagram, then hear the Saal 
Ec-centric. A permanent invest- 
ment. Write for descriptive liter 
ature. Saal cones are fully protect- 
ed by patents. 
H. G. SAAL COMPANY 


1800 Montrose Avenue 


Chicago, Illinois 








60 






































Now—2 New Electric Power Garods ! 


Both marvellously richer in tone, sounding new low notes 


GAROD bowen RADIO 


POWER 


YEARS AHEAD! When 
} Startling New Advanced Units of Design! ( 




















—Simply 
Plug into 
light socket 
atcostof ';c 
per hour. 





Simply- | 
Plug into 
light socket 
at cost of 4c 
per hour. 




















No Outside Antennae! No Batteries! 





* e ! . . . ! "i ¥ 
No Batteries! No Eliminators! | No Loop! No Battery Substitutes ! 
No Chargers! No Attachments! unless preferred) 
NEW POWER INCREASES TONE RANGE COMPLETELY SHIELDED 
eee SEVEN TUBES: ELECTRIC POWER 
OWER is the absolute essential for the deeper and - ; ; . 
Eden tones iniadio. And new Garod-EA now repro- INDUCTANCE-TUNED 
duces entirely by electric power! RADIO FREQUENCY TRANSFORMER 
Five elements in new Garod-EA contribute to this un- (Replacing Variable Condensers 
paralled quality of tone. First, the House Current... equiv- INSURING — 
alent in power to 10 ‘‘B” Batteries. Special Power Tubes 1—Accurete, permanent synchranization of multiple stages, 
..+ 100 times more powerful than standard tubes. The 2—Extreme sensitivity and selectivity due to high ratio of 





Power Unit... that steps up the house current to 450 


, inductance to capacitance. 
volts. The Super Audio Transformer that, together with 








the power tubes which never overload, amplifies tone with- Presented in “The Robin Hood,"’ a fine period chest, made ot 
out distortion. Neutrodyne, that silences all ‘‘squeals’”’and saan nnn ae the forests of Robin Hood. 
; . aiead CUS 3 ; 3Y GAROD LABORATORIES 
guarantees world’s finest selectivity. (Made to Order Onl? 
Price $310 Price $750 
Only Loud Speaker and Tubes to be added Only Loud Speaker and Tubes to be added. 





























a 
DEALERS’ ATTENTION |! 


Garod-EC illustrated above was one of the outstanding features of the Radio World’s 
Fair at Madison Square Garden, New York, September 13th to 18th. This remarkable 
achievement represents the very finest receiver that can be built. It is custom- 
made. Complete details will be sent upon request. 


Garod-EA today has put the factory into night and day production. 


If your territory is not yet covered by a Garod wholesale representative write us at 
once for complete details of ‘‘The Garod Franchise” which protects exclusive Garod 
dealers in every desirable way when a territory is allotted. The big thing in radio today 
is ELECTRIC POWER. Get acquainted ! 


GAROD CORPORATION : : : : Belleville, New Jersey 
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becoming popular, in the smaller type, for closed car. 

The electric curling iron and waver. 

Bobbed hair—but why say another word? 

And so it goes. 

Every one of these appliances belongs in the elec- 
trical department of the hardware or department store. 
There is a sure demand for them, so is it good, common 
sense to send your sure customers across the street to 
the electrical specialty store? 

This competitor of yours may be looking for the 
business, but a reasonable share of it can be yours. 

And—about “going after it.” 

Your store windows are as good as his. 

You probably have a better Ad Man to tell folks 
about your electrical appliances through the _ local 
newspapers. 

Doubtless your store is better equipped than his for 
displaying this merchandise so your customers can 
see it when they come to you for other purchases. 

Here you have it, all in a nutshell. 

The business is there (in your town, and yours and 
yours and yours). 

The entire line is a logical one for your store. 

And the present season of the year is unsurpassed 
for making these profits. 

As this is written, here in our store we are busy with 
a washing machine campaign. It is going over in a big 
way, and here is the way we planned it: 


(1) Advance Plans 


Arranged with distributor to furnish us with a fac- 
tory trained demonstrator. 

Liberal allotment of selected electros for local adver- 
tising secured from factory. ' 

Special window flasher (electric) to tie up day with 
evening display, to make for continuity. 

Cloth banners for store-truck (one on each side of 
hood). Supply of folders which were distributed locally, 
house-to-house. 


(2) Selling Days 


Generous newspaper space taken in three county 
Continued for two weeks. Then further con- 
tinued in “box” in regular store ads. 

Dempnstration machine placed in sidewalk in front 
of store—in operation. One man alloted to talk with 
all prospects, secure their names and arrange for free 
home washing demonstration. 

Store window display, to feature a machine at all 
times during campaign period. This keeps the machine 
before the public, tying up with all other forms of local 
publicity. 

Sent store truck with demonstrator and our Elec- 
trical Man into new territory outside of town to find 
prospects and arrange for home demonstrations. Ma- 
chine on truck with banners good advertising for this 
outside field. 

Keep all talk of price until very last thing. We then 
offer three prices—(a) Time contract price. (b) 30-day 
cash price. (c) Spot cash price. (All subject to satis- 
factory home use period.) 

As I look at it, the main feature of this campaign is 
to get a machine in the home. Bend every early effort 
on this point and you will find closing the subsequent 
sale to be no difficult task, in ever so many instances. 
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shomers for Radio 





— are two kinds of people in the 
market for radio today. Fada Harmonated 
Reception will turn them both into customers. 


1 There is the man who already owns a set and 
isn’t entirely satisfied. He is in the market for 
something better, but is rather doubtful about find- 
ing it. He trusts to his own ears. 


Fada Harmonated Reception is outstandingly superior 
to ordinary radto. One has but to hear it to recognize 
this instantly. It makes radio reception a new sensation! 
It-is radio without alibis! 





Here's how to get them both 


2 There is the fellow who has been waiting for 
radio to find its feet—he has listened in on 
other people’s sets and has said to himself, “I'll 
wait until radio is right!” 


Fada Harmonated Reception is by far “righter’” than 
any radio ever before offered. Its performance is astound- 
ingly better than anything you have ever heard, It is 
the radio of tomorrow—here today! 








Fada Harmonated Reception, a brand new development in 
radio engineering, is being demonstrated by the distributors 
in your territory. Write to us for our Dealer’s Proposition. 


Fada Cone Speaker 


r. A. D. ANDREA, INC. Table Type 





Fada Neutrodyne 
Receivers — table and 
furniture models—8, 6, 
and 5 tubes from $85 
to $400. Illustrated 1s 


Comce’ = $400 


Electrical Goods Section 


1581 Jerome Avenue 


Manufacturers of TUNED RADIO FREQUENCY Receivers 
using the highly efficient NEUTRODYNE principle 







New York 





View of Fada 8 Chassis 
showing total “Individ- 
ual Stage’ Shielding. 

















Pal <PAL> Products 


Horn 1. One price for any quantity (standard 
Speakers packing ) 


2. Quality high, price low 
3. Immediate delivery 


4. One of the oldest manufacturers (of first 
class radio goods) 


Cone 

Speakers 5. Articles all proven by years of sales 

$12.50 success 

and 

$18.58 6. If your Jobber cannot supply you, write 
us and we will give you name of one 
who can 









“Pal” Crystal Receiver 
Standard 
Head Sets Standard Crystal Receiver $1.50 
$1.95 , 


te 
$5.00 


SORE ae RE es 


Electric Seldering iron $1.50 


PAL RADIO COMPANY, Inc. 
1204 Summit Ave., Jersey City, N. J. 




















Correct Plate Voltage for the 
Radio Set 





No Hum—No Vibration 


Eliminates dry battery troubles. First cost the only ex- 
pense. Operates from house lighting current. Uses 
Raytheon tube which produces smooth constant current 
with sufficient reserve power for set of any number of 
tubes including the new power tubes. Remarkable results 
on local and distant stations. 

For Full Data Write the Manufacturers 


Department 61 


State and 64th Sts., Chicago 
Makers of Burns Loud Speakers 






















Preparing the Christmas Gift 
(Continued from page 23) 


universal appeal of things electrical. This was sent 
to all charge customers. The final line of the letter, 
according to the advertising manager, was a “knock- 
out.” It stated that all such purchases would be held 
at the store’s expense for delivery in December and 
not billed until the end of that month. 

Also, on Oct. 1 signs appeared all over the store 
inviting patrons to consult with Miss Sally Hope, 
special representative of Santa Claus in the electrical 
department, concerning appropriate gifts for father, 
mother and the entire family including the special 
friends. 

All salespeople were supplied with special invita- 
tion cards for children requesting they bring their 
parents to see the display of electrical toys and hear 
Santa explain them. These were given out to all chil- 
dren accompanying their parents to the store during 
October, November and December. 

Grouped floor-displays showing suitable gifts for 
brothers, sweethearts, fathers and hopeless bachelors; 
for mothers, sisters, married or single, or bachelor 
girls, and so on. These displays, rearranged regu- 
larly, occupied prominent space on Sally’s floor and a 
presiding salesgirl was glad to explain the new Christ- 
mas sales plan as an especial accommodation designed 
to provide against the necessity of having to brave 
the Christmas rush. 

Every advertisement, beginning Oct. 1, carried a 
line informing the store’s patrons of the good news 
that they could make electrical Christmas gift selec- 
tions “now” and pay for them as of December. 

And this is how it came about that Sally won first 
honors for the biggest increase in Bangup’s Christmas 
season. Also, this campaign was a positive factor in 
making Bustleburg one of the best appliance markets 
according to population, for with plenty of time for 
preparation the customers of Bangup’s demanded 
many demonstrations—to which they were welcome. 





Radio World's Fair 


(Continued from page 26) 


to be shielding, simple control and ruggedness. 

Now that’s that. But the greatest result of the whole 
thing was not really to be seen on the surface. The 
Radio World’s Fair, although the first, or “fashion 
opening,” exhibit of the new season, was just like any 
one of the many others which will be staged in key 
cities of the country—a place to give manufacturers 
the opportunity of showing their new products. But 
underneath it all, there was something bigger going on. 

Leaders from every branch of the industry were meet- 
ing in little groups in their hotels to carefully discuss 
problems of importance. And when such sessions are 
held by big men, the results are certain to be a better 
influence on the trade in general. Also various asso- 
ciations were in session during the week and many 
important projects were set forth. 

The outstanding resolution passed for the good of 
the industry, was the one at a joint meeting of the six 
foremost radio associations which set up a “Radio 
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Power 


New RES HMA AN 
ASTERPIECS 


| caper KRAT 


A one-piece Console 
of finely selected 


Genuine 
Mahogany 


One of the finest pieces of furniture in which 
a radio'receiving set has ever been installed. It 
is truly an aristocrat with its distinctive, finely 
cura lines and rich lustrous finish. 


Equ zquipp ped with 
inest of 
| CONE SPEAKERS 


especially designed to bring forth the full merit 
of the newconstruction of the Freshman Master- 
piece circuit. Designed for the employment of 
the new UX-112 Radiotron Power Tube and 
the necessary C” battery connection —all metal 
SHIELDED front and sub-panel. 













Sold to Authorized FRESHMAN 
DEALERS Only 








GENUINE RCA RADIOTRONS 


are recommended for use with Freshman ep rtey Re- 

ceivers. A special Package containing—1 UX 112 power tube, 

1 UX 200A detector tube and 3 UX 201A peed tubes— 

matched and tested for the set in which they are shipped is 
sold by Authorized Freshman Dealers. 





CHAS. FRESHMAN Co., INC., 
FRESHMAN BUILDING, NEW YORK 








Write for our beautiful new booklet illustrating 
and describing our 1927 Receive-s and Accessories 
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| Worlds Greatest Radio: 








Prominent Display 
Increases 
the Sales of 
the Day 


Many a merchant has 
dated increased sales 
from the day he doubled 
or trebled his counter 
and table displays. 


Ten Regulators are mounted on a 
handsome counter card requiring only 6 x 12 
inches of space. When one card is empty, 
simply set up another already filled. oO 


trouble at all (Standard packages, 50 or 100.) 


For halls, bedrooms, bathrooms, 
nurseries, etc., Anylite Regula- 
tors are a great convenience 
besides savers of electricity. 


Other Anylite Products 


Plural Plugs, Wall Outlet Plugs, 

Portable Switches, all packed in 

attractive display containers. 
King Cole Radio Receiver 
Aerial Wire and Magnet Wire. 


Write for full particulars. 


Anylite Electric 


Company 
Fort W 
Indiana” 


SON Oe EN ee FF. ee . 








COLLYER 


A New Armored Cable 
STRONG, FLEXIBLE 
and Easy to STRIP 


This new Collyer Product has features that appeal 
to every contractor. Its high quality guarantees 
perfect service on every installation. 

Sell this new cable to your customers and you'll 
do more than make a good profit—you’ll make 
friends. 


Write for full information. 


Collyer Insulated Wire Co. 
Pawtucket R. I. 








Coordinating Committee” to promote and enforce har- 
mony among the broadcasting fraternity until such 
time as government regulation shall be properly passed. 

This ought to make a great selling point when any 
of your prospects hesitate to buy a set because of a 
misconception they might hold about a supposed present 
“chaos of the air’”’ or confusion of wave lengths. 

There is no mix-up that will interfere with reception 
of broadcasting and this special committee will see that 
there can’t be any. Spread these glad tidings around 
for the good of your business. 

There you have a concrete picture of the big fall 
opening show in New York and if there are any ques- 
tions you want to ask about any merchandise, or if 
you have a problem that you’d like to talk over, I’m 
here and Uncle Sam still carries t class mail for 
two cents an ounce—and an ounce of prevention is worth 
a pound of cure. Write in any old time. 





Cleveland the Best Appliance City 
(Continued from page 38) 


quent articles to describe the work done in this exhibit 
and to show it how it has benefited all merchants who 
sell electrical goods in Cleveland. It has been done 
impartially and exhibit space is apportioned without 
favor. The requirements to have a worthwhile appli- 
ance exhibited in the headquarters is that there shall 
be a local dealer who is equipped to give the needed 
service on the merchandise that he sells. 

Whenever any person witnessing a demonstration 
gives evidence of interest in an appliance, she is given 
a catalog sheet that not only describes the article, but 
gives the names of the merchants in the city who sell 
this appliance. 

The situation in Cleveland through a willingness of 
all concerned to cooperate to promote the sale of electric 
appliances and the idea of “Do it electrically.” There 
are no merchandising jealousies between the merchants 
and the service company and the service company real- 
izes that the many reputable merchants promoting the 
sale of appliances is a much greater advantage for the 
company than branches of the company scattered 
throughout the city seeking to merchandise the many 
articles that the people want to buy. 

The League is a heavy advertiser in Cleveland news- 
papers, using this space to promote the appliance and 
leaving to the members the smaller job of advertising 
the district appliance they are marketing. Sainples of 
this advertising will be shown when the opportunity 
offers. 

Because of the excellent cooperation developed and 
the unusual results from this cooperation, the Cleveland 
Electrical League plan has, to a very large extent, been 
taken as a basis for the recently announced national 
market development plan, which will be worked out 
under the direction of the Society for Electrical De- 
velopment. 

In this plan it is expected that 400 Leagues in as 
many cities will be organized on the Cleveland plan 
and that these Leagues will coordinate their local work 
with the national work by the Society for Electrical 
Development, which will become the national organiza- 
tion of the Leagues. 





























The Great New S TL A 


6 lb. Electric Iron 


oe ee 


IN CANADA $5.00 





oe 
(8 mn 
— — 
MDA OOO 


The iron we have worked on 
for four years is now ready— 
everything a woman wants in 
an iron at a price she'll be glad 


to pay. 


AWM 


™ itmakes. It will be much browner at 
« the tip than anywhere else—though 
a good brown all over —— which 


It’s an iron she can prove is good— 
we are telling her in big national 4: 
advertisements how to test the iron. { ~~ are 
Simply heat it a few minutes, put ee proves that the tip of the iron is 
it on a piece of plain white paper | its hottest part; and that means 
and look at the brown impression ee good ironing. 





One piece iron block casting, with helical heating ele- 
ment of nickel chromium, specially designed to distrib- 
heat effectively and only a matter of seconds to replace. 


One-piece handle bolt and right-size handle. 


Double monel metal baffle plate that holds heat in the 
iron and cannot oxidize or deteriorate. 


Efficiency heel rest that eliminates lifting to separate 
stand. 


Specially shaped tip to make it easy to iron ruffles, laces 
and delicate bits. 


STAR-Rite 


National advertisements on this iron Electrical Necessities 


appear in Saturday Evening Post, 
November 6th and 20th; Liberty, FITZGERALD MANUFACTURING COMPANY 
Torrington, Conn. 


November 13th; Good Housekeeping 
} CANADIAN FITZGERALD MANUFACTURING COMPANY 
November and Red Book November. sb tes Saceh, Gack, Tasantn, Ge. 


Makers of the famous Never-Leak Cylinder Head Caskets 





Electrical Goods Section 67 

















VIBRATORS 





TYPE A 


In thousands of homes Hamil- 
ton Beach Vibrators are used 
for everything from massaging 
the face and scalp to easing 
the pains of lumbago, rheuma- 
tism and indigestion. 


Hamilton Beach Vibrators are 
made in three popular models 
for home use and there’s a 
heavier type for professionals. 
Type A, the favorite for home 
use, gives both percussion and 
rubbing strokes and is equip- 
ped with speed _ regulating 
switch. Types D and F are 
designed to meet the demand 
for an efficient, low-priced ma- 
chine for family use. Same 
high grade materials and con- 
struction are embodied in all 
other Hamilton Beach Vibra- 
tors. They are attractively de- 
signed, light in weight and 
finished in highly polished alu- 
minum. Type F has speed 
regulating switch. Type D, 
Universal, has handy starting 
switch in handle. 


Type C, heavier-constructed, 
with a more powerful motor, 
is for professional use. Be- 
cause of its deep penetrating 
vibration, physicians, barbers, 
masseurs and nurses find it in- 
dispensable for cases requiring 
strong treatment. Produces 
both rotary and percussion 
movements. Aluminum case; 
light weight. 


TYPE D 


numerous to list here. 


the world over. 


needs promptly. 


his name. 


Hamilton Beach Mfg. Co. 








Hamilton Be 


Grinder and Polisher Motors— 
Drink Mixers 


Home Motors, Vibrators, 





TWO GREAT FALL 


SELLING LINES 
THAT YIELD 


A FINE NET PROFIT 


HE Fall and Winter months 
have always been big selling 
months for Hamilton Beach Vi- 
brators and Hair Dryers. 
many uses of a vibrator are too 
Bobbed 
hair has given new impetus to the 
Hair Dryer—always a big Fall 
and Winter seller. 


The line is complete. Their high 


quality and reliability are known 


it’s right, as usual. 


Hamilton Beach Products are sold 
only thru legitimate Jobbers. The 
one near you will supply your 
Dealers find it 
pays to be a Full Line Dealer. 
will pay you, too. 


See that you are well stocked on 
these two fast turn-over lines. 
you don’t know the name of the 


Jobber nearest you, write us for 


Racine, Wis. 








As for margin, 





HAIR DRYERS 


Sad vf 






No. 2— 
For 
Professional 


Although quite commonly used 
in barber shops and beauty 
parlors for a number of years, 
it was bobbed hair, water 
waves and “permanents” that 
universally popularized the 
electric hair dryer. And now 
it is indispensable. Quickly 
“sets” the wave, while drying 
the hair, invigorates the scalp 
and leaves the hair soft, fluffy, 
beautiful. 

In hundreds of homes and 
thousands of barber shops and 
beauty parlors you'll find one 
or more of the Hamilton Beach 
Hair Dryers shown here. 


The practical sturdy No. 2, for hand 
use only, is first choice among pro- 
fessional users. More of this model 
have been sold than all other makes 
combined. Simple, efficient and easy 
to operate on either A.C. or D.C., it 
meets all the requirements of the hard, 
constant service that professional use 
demands. Single button in handle 
controls everything—motor, cold 
blasts, hot blasts. ase is polished, 
solid aluminum. 


For home use, No. 3 is the big seller. 
It is light; thoroughly practical; 
simple to operate; absolutely reliable. 
Stand leaves both hands free to mas- 
sage scalp while hair is drying. 
Beautiful, too. Its old ivory finish 
harmonizes with combs, mirrors, and 
other ivory pieces. Equipped with 
Universal Motor. Operates from any 
light socket. 








No. 3—For Home Use 





Hair Dryers, Jewelers, 
Vacuum Sweepers, 
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The Edenette retails for 


$4.9) 50 


There is no competition 














The DE LUXE model Eden—big 
brother of The Edenette—with 
many refinements and improve- 
ments, completes a line for every 
home—large or small—where an 
electric clothes washer can be used, 











PORTABLE washer that does everything 
a large washer will do, but of smaller 
capacity: 


6 men’s shirts, 1 sheet, or equivalent, 


Stands only 19” high, weighs only 22 pounds. 
The only washer of its kind on the market, dom- 
inating a big, profitable, non-competitive field. 


Where baby clothes are required daily—where 
a few pieces are needed quickly—where space is 
limited—where women’s time is at a premium— 
The Edenette finds a quick, profitable sale with 


little or no sales effort. 


The Edenette will pep up your electrical appli- 
ance department wonderfully—especially during 
the holiday season when new, useful, dependable 
labor-, time-, and money-saving gifts are in big 
demand. 


Get a sample Edenette and show it. Get The 
Edenette dealer proposition—an independent 
selling policy designed for the better class of 
merchant who knows there’s no money in stand- 
ing still. Every home in your town is a profitable 
prospect for The Edenette. Can you say that 
for any other electrical device in your stock? 
Get set now for Christmas! 


You are cordially invited to visit The 
Eden exhibit, New York Industrial 
Exposition, Grand Central Palace, 
October 20 to 30. Booth 84. 


EDEN WASHER CORPORATION 
229 West 34th Street, New York 


Branches 
Chicago Cleveland Indianapolis 








| & ne year ahead — 
in all thats new © 


I-NO BATTERIES 
> REALISM -dhrough power 
> NO ANTENNA 


I> SINGLE CONTROL. 
I+ SEALED CONSTRUCTION 


| . team others are taking their first trial steps, RCA Sennett semiavee 
has had more than a year of experience. In every 

| new advancement of radio, RCA Radiolas have proved 

| themselves in use. The laboratories have followed them 

closely through a year of “road-test” in many thousands of 

homes—perfecting them steadily. And in this proved and 

perfected radio you will find sound business with sure profit. 

















The kind of new product you want to sell and the public 
wants to buy is the new product that has been ¢ried, 
tested and perfected. | 





Radiola 20 





Radiola 28 This sign marks the 
leading dealer in 


Radiola 30 every community. 





authori ed 


Dealer \ 


JA~Radiola | : 


pz MADE ’ THE: MAKERS: OF - THE RADIOTRON a 




















